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True Advertising Eval Evaluation Equation for Any In for Any Industrial ym Guide 


EVALUATION AND EVALUATION AND USE "PURCHASING POWER POWER NUMBER OF OF 
a » / PURCHASING VOLUME ay COPIES 
WHO HAVE THE GUIDE EY PURCHASED 


BY PURCHASING MEN 
*Above is not on Audit Bureou of Circulations form. 


Obviously, value to advertisers in any Buying Guide circulation is 
solely in the number of copies used for ‘‘Where to Buy" direction— 
and in the Buying Power and Buying Volume of its users... Asa 
rule, publishers’ statements, audited or otherwise, rely upon an er- 
roneous impression that merely the number of copies distributed 
free indicates the number used in purchasing... The one exception is 
the Audit Bureau of Circulations Audit . . . In its evidence of Buyer 
Evaluation, Use and Purchasing Power, this universally recognized 


authority goes far beyond merely quantity of circulation 


Thomas’ Register alone in its field qualifies for this Bureau Audit, 


and it is available upon request. 


THOMAS’ REGISTER'S BUREAU AUDITED CIRCULATION THOMAS REGISTER'S PAID AND USED CIRCULATION 


is largely concentrated in upper brackets of Private Industry—Avail- 
able evidence conservatively indicates that ‘‘T. R."’ is purchased and 
preferentially used by at least 80% of the total Purchasing Power of 
the 25,000 upper rated Manufacturers who account for 75% of the 
total production of all 250,000 U. S. manufacturers. An exclusive 
Government Contract assures the use of T. R. in all important U. S. 
Procurement Offices. 


(Figures From U. S. Census 


In merely number of copies, each year IT EXCEEDS THE DISTRIBUTION 
OF ANY ONE ISSUE OF ANY OTHER GUIDE— in purchasing power and 
purchasing volume, by buying men who prefer, order and use T. R 
for ‘‘Where to Buy'’ direction, the Register's circulation facts indicate 
an INDUSTRIAL ADVERTISING VALUE NOT NEARLY APPROACHED BY 
ANY OTHER GUIDE—probably not within 50% 
chasing men is evidenced by the fact that they PURCHASE T. R. while 


others are free 


Evaluation by pur- 
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The Only Paid Circulation in the Field — ABC 96% Paid 
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Is 


Our Heating System 


Adaptab)y. 
aplable to Summer Cooling? 


Store Front 


Attractive 


Is Quldoor Advertising 


YOU GET POWERFUL SUPPORT 


Each month The ARTISAN helps its subscribers f i d © 
sell MORE warm air heating equipment, and acces- r © mn ft e = g ft eo r % 
sories, MORE residential air conditioning installa- 


tions, MORE sheet metal jobs. 
Witness above a few articles from one o £ T be e A RTI 5 A Ni 


recent issue .. . typical of what AMERICAN 
ARTISAN provides its dealer, contractor and whole- 
saler subscribers in EVERY issue. This year, as 
in every year since 1864, The 
ARTISAN '’s editorial content will 
help ARTISAN readers expand 
their markets, handle their work 
more efficiently 
Use liberal space in The 
ARTISAN ir 1953, and thus tie 
in your adve,iising with our long 
established editorial policy of con- 
tinually presenting ways in which 
ARTISAN readers can increase 
their sales. 
Prosperous sales outlets 
mean MORE business for you. 


KEENEY PUBLISHING. ..6 N. MICHIGAN, cHicaco 
AIR CONDITIONING HEADQUARTERS 





For contents of previous issues of Industrial Marketing, consult the Industrial Arts Index in the library. 
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MODERN RAILROADS’ 
EDITORIAL PACE 


GETS 





NEW YORK CENTRAL 
= ORDERS 5,000 REPRINTS 
HERE'S WHY | OF 12-PAGE ARTICLE 


KEY RAILROAD MEN DEVOTE 


VALUABLE TIME TO bd fo} S| DIESELIZATION 


MODERN RAILROADS: ¥4 ; 


@ The pictures tell an on-the-spot, Every issue of Modern Railroads brings requests for reprints, 
MOUING SLOTS 3 additional information or calls for extra copies—but our special 
sride is 1 » dem: »r thousands up yusands of reprints 

oe eo pride is in the demand for thousands upon thousands of reprint 


tion and minutes? interest! requested by the railroads themselves! 


Fach article is a project. Clear, con , : 5 ; rs 
E . Pa ‘ The special article above is no exception. Railroads tell us, ‘these 


cise—not rambling or unstudied! 7 
are facts we've never put together ourselves ... please send a thou- ng 


Edited tor quick reading of mmpor sand... two thousand, five thousand reprints!" That's Reader 
tant tacts! a 


Interest... And it happens every issue! 
@i Mp 
CCA RE BP) 


ODERN NEW YORK 17 Th 
201 N. WELLS STREET W YORK 17—441 Lexington Ave. 
[2 AILROADS CHICAGO 6, ILLINOIS PASADENA 1-429 Fret Troat Bid 
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—an average inerease of more 
than 200 pages per year, 


every year, for six years! 


E 
4 
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SETS THE ‘ 

The chart above is the natural result of 
intense reader interest! The clear, concise 
staff-editing of Modern Railroads has evoked an 
unheard-of reader interest in railroad publica- 


tions... and advertisers have been quick to 
respond! 


Thus a new'pace in editorial technique has 
set a new pace in advertising—an average 
increase of more than 200 pages per year, 
every year, for six years! 


There ¢an be no more eloquent proof of 
reader interest—and advertisers’ recognition 
of that interest—than the chart at the top of 
this page! 
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HERE'S HOW ADVERTISERS 
HAVE RESPONDED TO THE 
READER RESPONSE WHICH 
HAS BUILT MODERN RAILROADS’ 
REPUTATION AS A “MIGHTY 
GOOD PLACE TO ADVERTISE!" 


CLEVELAND 15-1154 Honna Bidg. 


RRAMLROADS oer ESSuScS 


PASADENA 1~—-423 First Trust Bidg. 








it will pay you to 


GO DIRECT 


to the man who 
must engineer the 
application of your 

product into the 


manufacturing process 


... It’s a good bet 
that he is one of the 
thousands of men in 
responsible charge 
of important work 
in the process 
industries who 
receive and read CEP 
every month. 

* 

Make CEP your 
main-line messenger 
to process markets. 


Chemical 
Engineering 
Progress 


120 East 41st St., New York 17 
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Cheesecake stirs small tempest 


. . Will it sell or won’t it? 


Given choice, one editor chose 
Would you? 
Noted your dis- 


cheesecake. 
® TO THE EDITOR. . 
cussion on page 22, October IM on 
“Should Cheesecake Be Used at 
Trade Show Exhibits.” 

We did a bit of it at the Instru- 
ments Show in Cleveland in Sep- 
tember. Here's the story: 

I was all set to take the picture, 
using just the pretty little girl, at 
2:00 p.m. Dashed out for lunch at 
the nearest lunch room at 1:30 
Heard someone talking showbiz at 
the next table while munching my 
sandwich. Went over, butted in on 
the conversation, found out it was 
Lee Sullivan, asked if he would be 
in the photo. He graciously agreed 
and was on the spot when the clock 


went “Bong, bong.” 

Next day, I told my very good 
friend Major Behar of Instruments 
mag that I had some good photos . 
some cheesecake, others with men 
only. He said “Let’s see ’em.” By 
gosh, he chose the “cheesecake” and 
ran it (see picture) in his October 
issue 

We took the cheesecake photo 
primarily for the Cleveland news- 
papers (it got in, incidentally). We 
wouldn’t dare send it out generally 
to business paper editors. Or would 
we? 

VERN W. PALEN, 

Industrial Publicist, Research 

& Control Instruments Divi- 

sion, North American Philips 


Co., Mount Vernon, N. Y. 


Cheesecake seems to work. . 
when you're selling beans 
® TO THE EDITOR .. Having been on 
the “firing line” many years longer 
than Lionel Ormsby (IM, Nov.), I 
wish to set him straight on the mat- 
ter of feminine pulchritude in the 
art of SA .. that is, Sales Appeal 
Evidently Mr. Ormsby is one of 
those serious fellows who believes 
the sole function of beauty is to 
And this the beauties 
can do, far more effectively, than 


close a sale 


any male I have ever encountered. 
He doesn't have to go to Starch for 
a test. Just ask my furrier and he 
will tell you who wears the most 
mink coats. 

Furthermore, by reviewing the 
principles laid down by the first ex- 











reaches all the spe 


cifying categories 





Its subscribers include men 1 all 
these categories who have a voice 
in deciding what brands are to 
be selected for a given 
heating, ventilating, aif condition- 
ing, plumbing, piping and related 
services. 

of subscribers 
see Business Publication Advertising Rates 
booklet, “Facts about HEATING 
{ the Market It Serves,” 








job ot 


according tO these 


For breakdown 
categories, 
and Data, OF latest 
AND VENTILATING anc 


which we'll be glad to send you. 

















9 Power in 





HEATING AND y 


that j 
Cts, the specifie 


ENT = 
TILA ING reaches 


Consulting Engineers 
Contractors 

Original Equipment 

Manufacturers 

| Industrial Plants 
Public Utilities 
Buildings and Institut 
Government Engineers 
Manufacturers Agents 
Sales Engineers 
Wholesalers. Distributors 


ions 


t 
hose categories 





rs € 
mp 2, é . 
: F loyed by i 1 hig 
wh S specifie ¥ fhe com 
OM are the | 


ae Stroup. It reac 

and among — 
Covering 109 
tion lists = 


Panies doing the b Ik 
u 


rs in [ 
medium-size fi 
re 


7 eade 
ables 
_ S us 
oe 1INst these n x 
se Ssible with the 
' rg facts and fig = 
Oo > citi 

the cities Surv 


rs of 
tomo 
r 
ascert Fow. A continui 
ng 


- h 5 y f 
« St 4 I an 
lin t e mo: m Orta t rf 


, and to 

é wo 

ures ul Number of tk 
On this inns 

eyed. vey, 


ames 
buyi 6 bring 
1y 

al ying power u 
also our cove 





Nits. O 
7 Ur repre 
Frage (by firm aime 





= holds the readership of 


h p 
roport . 
10n of 
the 


of the 


Ns, t¢ 
x , 
I, who represe 
sent 


buying 

‘ NS 1 ‘ 

Subscriptic In @ac 
mn coverag 


atives will € £ 
I 

« ndivj lual nam 

and 1 ¢ ‘ es) 


specifying engineers 


ey . ae oe 
y men in k Hehe 
ey compani 
é es 


busi 
SINESs j 
SS In each indy 
istry 


a Siza eC Sa es OTE Ntia 
> le > tal 


k 


Powe 
er Survey (¢ 
h City, to r d c urrently 
é ¢ 1eck subscr; d 
. Ip- 


€ in; 
as ¢ > 
lose conformity 


lad to show 


in various 





HEATING AND VENTILATING's editorial cont 
r and contractor whose reading time is limi 
this constantly changing field. It furnishes hi 
presented, well illustrated, written by leading 
xperts in their specialty. An 8'4 
inimum of carry-over 


enginee 
developments in 
information, crisply 
who are recognized € 


red article layout, 4 m 





and unclutte 


é Adited tor Engineers 
Design—Installation—Operation . 


Published b 

y The Ind : 
148 Lafayette Strest ea 
New York 13; N. Y. 


ent is aimed deliber 


ted, but who does wan 
m with a steac 
authorities af 
"y114” page size, 


s, combine to invite reac 


ately to serve the busy 
t to keep abreast of 
ly stream of 
id active engineers 
clean 


usable 


good typography, 
ling. 








AIR CONDITIONING 
REFRIGERATION 
PIPING — PLUMBING 
HEATING 
VENTILATING 


-in all types of 
Buildings 











IF YOU WANT TO SELL THE KNITTING INDUSTRY 2 hc onanship 


ase the Sheldon . . you'll find ATTENTION 
— and INTEREST head the list. And 


B t ( oe U ~ » willing to bet my television 

er set against a 1930 model radio that 

s = those same sweater girls that got 

- Mr. Ormsby’s ATTENTION from an 

: academic standpoint” received 

the attention of many other gentle- 
men attending the show 

And were the boys INTER- 

ESTED? I'll leave that one to your 


TO REACH YOUR TARGET! imagination 


Now the next principle as laid 
you can CALL YOUR SHOTS because... dewn by Mr. Sheldon was DESIRE 
Maybe the least said about that the 
better. But I have a snéaking sus- 
picion old Doc Sheldon knew what 
he was talking about 

What Mr. Ormsby is concerned 
© THE KNITTER covers every mill of any im with is ACTION, the last and most 


portance in the United States and Canada 





e@ THE KNITTER is the only magazine in the 
United States published exclusively for the manu- 
facturers, dyers and finishers of hosiery and knit- 


wear. 


important of Maestro Sheldon’s hal- 


delivers all its circulation to the field you want 
lowed principles and without which 


to sell. ’ 
no sale is complete. Don't let it get 


e THE KNITTER reaches the men who do the you down, Bud, I have the answer 
buying . . . gives you plus coverage of key the proof positive irrefutable 


SPECIAL NOTE! personnel who influence buying. 


if you want to reach 


evidence garnered during the long 
the whole textile and peri red career in advertising 
. and selling 
RS «+» SHOOT MORE OFTEN ... at lower cost! * da de ii a le 
SAVE MONFY by us- At the end ol € r1y al 
ing Our speci il combina 
tion rate for The Knit 


ter and Textile Bulletin 
re PA 
in each (total ean “tailor” your let for beans was through grain 


The Knitter’s low rates make it possible to tell World War I. that is one of my 
your story more often, because you don’t pay clients was stuck with millions of 
for waste circulation out of your field. You pounds of beans. The biggest out- 
12 pages 
24 pages) cost less than ads to a specific brokers in the middle west 


12 pages in any general job, too, in ideal . . The advertising manager of the 


textile journal surroundings. = = company was a sort of Will Rogers 


type. His principal concern was 


If you sell the KNITTING DIVISION only selling the farm trade such prod- 


The KNITTER is your BEST BUY in the field! 


ucts as stock and cattle feeds, ete 
Breezing into the office one day he 


hit us with a poser “Get me a 


. > . * . . . ' Som j 
CLARK PUBLISHING CO. .. ™ ; big picture in color of a gal without 


CHARLOTTE, NORTH CAROLINA sacs 
any clothes on 


We were flabbergasted. In those 
days conservative businesses didn’t 
indulge in such art Sut the old 
boy was firm. He wanted a wall 


hanger about 16x24 inches most 





Oe of it nude art with just one word 
¢ ; ie 
WANT TO KNOW r at: - = in 72-point type on the bottom 
.  —— , BEANS.. with the name and ad- 


dress of his company in one line of 


WHAT SERVICES tary wo! 18-point at the bottom 


Every effort was made to dis- 


ARE OFFERED : suade him from his demand, but 


he was insistent. After a lengthy 


BY LEADING 3 search one of the large calendar 


1ouseS SUPDHPi1ec he hanger 
I pplied t 


BUSINESS The picture was mailed to every 


grain broker in the Midwest. Later 


PUBLICATIONS ? we discovered that 90°; of the pic- 


tures were hung on office walls 














WHAT HAS HAPPENED 
TO THE COST OF SELLING ? 





Industry Survey Shows: 


IN THE PAST TEN YEARS... 
COST OF PERSONAL SALES 
CONTACT IN INDUSTRY HAS 
GONE UP 81%... PUBLICATION 
ADVERTISING COST PER 
CONTACT UP 39% 











PROJECT: ‘Io determine trend in CONCLUSION: With rising and in preliminary steps to a sale, at a cost 

cost of personal sales calls and the flated sales costs— with the need for of 1', cents per sales contact. This 

trend in cost of advertising sales greater sales apparent on all fronts will free the salesman for the all 

contacts. it is important to remember that ad important final and closing steps 
vertising in Business Publications making each of his $16.31 calls more 

PROCEDURE: Cost per sales call can accomplish the necessary and effective 

was determined by a McGraw-Hill A comple te report of the above study is contained in our Research De 


survey among sales managers of 87 partme nt’s Laboratory of Adve ‘rtlising Performance me i Sheet 7020 
If you want facts regarding this or other subjects related to busines: 


industrial companies. 
paper advertising, ask your McGraw-Hill man 





Cost per advertising sales contact 


was established by analyzing rates 1942 1952 


and circulation of 226 Business Pub- 


lications listed in the January, 1942, Cost of Contact Cost of Contact 
and January, 1952, issues of Stand- 


ard Rate & Data Service. 81% INCREASE 
RESULTS*: Between 1942 and 1952 x || 8 
ee et te a |= ers | “101 ) yey Is10( 
oe 








ae: 


SIL oe 


average cost of personal sales calls 

went from $9.02 per call to $16.31 =} i pees 
per call. Average cost of business $9.0? 16 3] 

paper advertising went from 9/10 of ; 


a cent per contact to 1! ¢. 39% INCREASE 


BUSINESS 
aot Oo Goat of tie ce cae PUBLICATIONS 


index for the 1942 2 period, cost of salesmen 


ealls had an actual increase of 10.4 above the 


general rise in prices. The cost of business maga No ¢ 
vine advertising contacts dropped 17/9 below / y 
actual price levels, 


McGRAW-HILL PUBLISHING COMPANY, INC. 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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for This Highly Specialized Field 
There is No Publication 


Quite Like HP&AC 


HP&AC 


Consulting Engineer 
re HP&AC is unique. It is tailored editorially to help 
those who design, install, operate and maintain America’s 
heating, piping and air conditioning systems — consulting 


engineers, plant engineers, contractors. 


Note across the page our Table of Contents — December, 
1952 issue. Out in front month after month editorially — 
that’s why HP&AC attracts and holds as paid subscribers 
the KEY men whose acceptance you need so vitally. 


HP&AC is adequate. It provides effective market 
selcisae ie coverage —but without surplus circulation. For economy- 
ant Engineer , - " ° ° 
Subscribers minded advertisers, this means doing a thorough selling 


job within a sensible budget. You should investigate! 


KEENEY PUBLISHING COMPANY - 6 N. MICHIGAN AVE. - CHICAGO 2 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd LOS ANGELES: 672 S. LaFayette Park Place 


AIR CONDITIONING HEADQUARTERS 





HP&AC Carries Monthly The Journal 
of The American Society of Heating SNzza 
and Ventilating Engineers a 
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Subscribers 
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... Or any other materials and 
equipment that cities and 
counties buy... and buy big 


sell the public 


works engineers ! 





In the whole varied range of construction 
and maintenance jobs... on highways or 
waterworks in garbage removal or 
street lighting, sewerage or airport work 

the technical man responsible for the 
job is responsible for the materials and 
equipment bought, too. That's why you 
can sell more of anything used in the big 
municipal-county market, if you sell in 
PUBLIC WORKS Magazine. It solves on 
the-job problems at the top engi- 
neering level. And it's the only magazine 
edited especially for public works engi 


neering officials 


Public Works 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 
















310 East 45th Street, N.Y. 17 





from Washington 








Outgoing administration starts 


Cohen 


By Stanley E 

@ BEFORE BOWING OuT, the Truman 

Adminis 
| 


touches < 


tration has put the final 


n a long-range 


program 


to assure the nation the basic ma 


chine tools and equipment whicn 


vould be needed in the event ot 
future mobilization 

The program calls for the ex 
penditure of at least $1 billion, and 


covers thi creation of a network 


of stand-by” installation which 
would go into operation o1 hort 
notice 

Some tools which have no cour 


ferpart in non defens proauctiol 
would be warehoused But many 
tools in the new reserve will 
be installed and kept in operatior 
in plants which are normally en- 
aged in metal worl 

veloped by ‘ 


The an Wa cit 
I 


to comple te and 


pecial committec 

mobilization bass 
was Harold S. Vance 
There l 


considerable confidenes that the 


maintain the 
The chairman 
president of Studebaker 
shared by 


ense of the 


proposal is 


incoming defense secretary Charl 


EK. Wilson 


GOP Inherits Price Team. . J} 
new national adminisiratior wil 
nay to decide whether the price 
stabilization program wortn sav- 
ing. Most ot the experienced met 
who ope rated the program = alte 
have 


Korea leparted and at l 


auguration time, the control pro 
gram has littl prestige 

The outgoing administration has 
been determined to leave at least 
a skeleton organization on hand 
said the new President should in- 
herit a “going concern” and make 
his own decision about the future 


In justification of price control, the 


long-term machine tool progran 





Truman administration pointed out 
a substantial number of price in- 
crease applic ations are on hand, in- 
dicating that inflationary pressures 


are more real than is commonly 
assumed In the metals allocation 
area, the new administration will 
probably find that there is, in fact, 
National Pro- 


duction Authority has been weed- 


a “going concern.” 
ing out its regulations at a praise- 
worthy pace, but the feeling here is 
that the controlled 
will be 
mid-1953 


Supplies ot 


materials plan 


used in some form through 
steel and aluminum 


will be improving rapidly in the 
next few months, NPA says, and it 
Is quite probable that CMP will be 
open-ended to permit free-market 
sale of 

While 


and aluminum is entering the final 


surplu production 


control ovel steel, coppe! 
stage, there is no indication when 


alloying materials, such as_ nickel 
will be 


duction of nickel has been improv- 


ing, but the 


in adequate supply Pro- 


vovernment 1s not 2lv- 


ing the metal to non-defense users 


Instead it is insisting that non-de- 
industries remain on the al- 
established in the 


1951, and. that 


lense 
location level 
fourth quarter of 
urplus nickel go into the national 


stockpile 


Renegotiation Blast. . Renegotia- 
tion Board Chairman John T. Koeh- 


ler has issued a strong statement 


denying that companies take a 


chance by setting up reserves fo» 
renegotiation His statement was 
issued after a number of organiza- 
tions warned their members. that 
reserves of this type would give re- 
negotiation officials ‘‘a mark to shoot 


Board has 


“The Renegotiation 









This Gloster Javelin, a production model, is the British 
counterpart of new American fighters now in the develop- 
ment stage. These new delta-wing planes form still another 


aviation market for your technica’ equipment. 


... tO help your product “win its wings” 


If you are interested in selling the multibillion-dollar the market trends and changes, AVIATION AGE pub- 
aviation market, AVIATION AGE offers you its help. lishes a bimonthly Market Intelligence Letter. We 
will be glad to add your name to our list. 


We may he able lo help YOu auSWer Sone of Your 
And to give you a detailed picture of the aviation 


market and of AVIATION AGE’s place in that market, 
we have prepared an extensive, valuable Market 
Data File. A copy will be sent to you free of charge 


marketing Questions, We have grown up with the 
aviation industry, and we'll be glad to share with 
vou the intimate knowledge we’ve acquired through 
the years. We know who the key men are, and where 
: . ( : ; upon request. 
they are. Our marketing representatives will be glad 
to sit down with you and discuss your problems. We offer these services as part of our responsibility 
to the industry we serve. To take advantage of them, 
We can help you keep posted on the latest develop- simply mail the coupon below. We ask only that your 


ments within the industry. To help vou anticipate interest in selling the aviation market be genuine. 


G €E 


to get et | ~ — +f 


your product L LASh ae i : EOI 
\\o tion Age arket Data File 
onto the > if cx 


- of >a 
drawing boards. oe > 7 ie AVIATION AGE ‘‘Ariation’s technical magazine” 


A Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 








Practically all equipment used in thi exclusive of its coverage of mainte Please send Market Data File 
industry must be engineered to meet nanceengineers, Aviation Age reach {) Please send Market Intelligence Letter 
performance specifications. Selling the % 936 engineering and design per | 
j 7 J lpase ie > 22 ‘ Te . 
designers and engineers who are re sonnel in manufacturing plant Please have representative call 
sponsible for these specifications 12,105in the entire aviation industry 


your primary objective | Ce 


} wT 
Aviation Age reaches nearly twice as many of these key men as the next aviation ao 
publication... almost as many as all other magazines in the field combined! . 
d Company... 
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You can see this chalked 
on rejected products in 
metal working 

plants 


sé DIRECTOR OF mescancy | __ 
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Metals Manufacture 
Mill Equipment 

Ferro Alloys 

Melting Furnaces 

Die Casting Machines 
Forging Equipment 
Foundry Equipment 


Meta! Components 
Castings 

Forgings 

Powder Metals and Parts 


Precision Castings 


Tubing and Other Mill Shapes 


Tooling 

Tool Steels and Tool 
Materials 

Cut-off Equipment 

Presses and Brakes 

Cutting Oils and Lubricants 


Heat Treating 

Furnaces 

Induction Heaters 

Special Heating Equipment 
Quenching Equipment 
Atmosphere Preparation 


Supplies and Fixtures 


Temperature Indicators 
and Controls 

Pyrometers 

Indicators and Recorders 
Gas Samplers and Analyzers 
Flow and Pressure Controls 





When trouble develops in the forming and processing of —_—_—__—_——— 
metals, you'll find Metals Engineers from doth manufacturer me CHIEF merauiurcicat- | 
and supplier on hand to correct it. aaa eat 

For Metals Engineers are the men in metalworking 
who—regardless of title—Anow metal, its stamping, drawing, 
finishing, heat treating and other fabricating operations. They 
set the specifications and procedures in the beginning, then 
follow through on compliance and purchasing. 

Because of this specialized knowledge, Metals Engineers 
have BUYING INFLUENCE, recommending one type of 
metal or equipment over another, praising or condemning C 
a source according to their experience with it MEI ALS c. 


Look at the responsibilities of these Metals Engineers, 








readers of Metal Progress every month: 
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METALS ENGINEER 


METALS ENGINEER 




















Metals and Alloys Testing and Inspection binges TT) <7 of these Metals oom — men 
Steels (Plain and Alloy) Mechanical Testing Equipment with specialized knowledge of metal processing and 
Nonferrous Metals Microscopes and Attachments fabrication — through 

Stainless Steels Hardness Testers 

Tool Steels Nondestructive Testing Equipment 


High Temperature Alloys Gages and Comparators 


Cleaning and Finishing Welding and Joining 
Degreasing Equipment Gas Welding and Cutting 
Electroplating Equipment Electrical Processes 
Rust Preventives Brazing and Soldering A publicetion of the 
Polishers and Buffers Fasteners 

American Society for Metals 


7301 EUCLID AVENUE, CLEVELAND 3, OHIO 
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Courtesy b°° 


Next to his manual, 
American Aviation is the 
purchasing agent's guide 
and handbook because it 
tells him what's new in 
the industry, what the 
competition is doing. That's 
why other men in aviation 
Wayne W. Parrish, Editor and Publisher 
have American Aviation on 
* Daily «+ Bi-weekly 
* Monthly Airline Guide 
ABC circulation June 30, 1952 * Semi-Annual Directory 


17 244 * Daily Traffic News 
’ 


1025 Vermont Ave., N.W., Washington, 0.C 
Up 44.2% first 6 months ae aga 


their required reading list. 


Advertising Offices 


0) La Guardia Airport, New York City 
Phone: ILlinois 7-4100 


ARE YOU BUILDING A 
BUSINESS PAPER SCHEDULE? 


Thon. refer to 
Industrial Marketing's 


953 MARKET DATA 
& DIRECTORY NUMBER 





promised in its published regula- 
tions that such reserves will not be 
considered in determining refunds 
of excessive profits,’ Mr. Koehlen 
said. “To suppose to the contrary 
is to suppose that the board has no 
control over its staff, and betrays 
a complete lack of knowledge as 
to the manner in which determina- 
tions of excessive profits are ac- 
tually met.’ 

Most “guess-sperts” here believe 
the new administration will con- 
tinue the renegotiation program 
The diagnosis is basically political 
With the excess profits tax likely 
to go off the books this year, re- 
negotiation is the chief assurance 
against defense contractors realiz- 
ing an “unreasonable” profit It 
hardly seems likely the new admin- 
istration would let down the guard, 
particularly while fighting continues 
in Korea. Settlement of the Korean 
problem would still leave the U.S 
heavily engaged in the Far East 
There is increasing realization here 
that no Korean settlement will have 
much significance if Indo-China re- 
mains in danger 

French troops have been fighting 
in Indo-China for several years, 
and the casualty rate among French 
officers is extremely high. A Korean 
settlement which releases commu- 
nist equipment for use in Indo- 
China would be a self-defeating ar- 
rangement. Particularly since the 
U.S. relies on Indo-China for sub- 


stantial shipments of manganese 


Swipe at Navy Air? .. Inter- 
service rivalry flared up in the Pen- 
tagon during the final days of the 
Truman administration, with — the 
Air Force pushing for a heavy share 
of the 1954 defense budget 

Under-secretary of Air Roswell 
Gilpartic told business paper editors 
there are two real possibilities for 
reducing defense expenditures: 

‘Only those forces and weapons 
which are essential to do the job 
should be retained,” ne declared 
In what has been interpreted as a 
swipe at naval aviation, he con- 
tinued, “Perhaps Gen. Jimmy Doo 
little was right when he said that, 
while this country should have an 
Army, a Navy and an Air Force 
it needs only one of each. 

“At any rate, care must be taken 
that both the Air Force and Navy 
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Because 22,000 


ot Eeete oes me The Tool Engineer 
Tool Engineers... 


Leads All 
Trade Monthlies In 
Advertising Gains 


Of approximately 225 monthly trade publications 


of all types reporting advertising volume to 
INDUSTRIAL MARKETING magazine. THI 
POOL ENGINEER Jeads in number of advertising 
pages gained during 1952 (through October 
issuest. Tt published 608 more pages than it did 
during the same period of O51) an increase 

of 05%. 


This latest recognition of | HI: LOOL | NGINI ER 


as an advertising medium is explained by : 


reasing appreciation on the part 
of advertisers of the tool engineer's role 
in the selection of industrial products 
and processes. 


e Ap increasing awareness of the fact 
thats THE TOOL ENGINEER is the one 
publication that goes to the key buying 
imivences of industry—commands top 
attention from them. 


Phe tool engineer, more than any other man. is 
in the best posttios fo select your pr luct. Reach 
him through the magazine that influences him 


THE TOOL ENGINEER. 


Here's an advertising "buy" you can't afford to pass uP, 
lt offers you four big extras” that will stretch your 1953 


advertising dollars. It's the 1953 ASTE Convention 


‘Engineer 


Issue (the reguidr March issue). Regular rates apply: ify! 


Peeereverescccesccseroces 


_ es Publication of The American Society of (col Engineers 
: Sage ASTE Building, 10700 Puritan Avenue, Detroit 21. Michigan 





are not programming aireraft for 
the same mission Similarly as 
guided missles reach the stage of 
volume production, selectivity must 
be employed if we are to avoid hav- 
ing one service equip itself with 
missles for a mission that those of 
another service could perform.” 

The most important savings, he 
continued, are to be made in man- 
power. “The best figures I can 
come up with on the cost of paying, 
housing, transporting and equipping 
an air force man is about $5,000 per 
year. For 1,000,000 officers and 
airmen, that means $5 billion. 

“Applying the same figures to the 
3,600,000 servicemen now on duty 
you end up with a total cost that 
represents about a third of the total 
military budget. Savings in per- 
sonnel really pay off.” 


Ask Parcel Post Hike . . Post 
Office Department is pressing the 
interstate commerce commission for 
another increase in parce] post rates. 
But other postal rates will prob- 
ably remain in the status quo dur- 
ing 1953. Sen. Frank Carlson (R., 
Kans.), who will lead the senate 
post office committee feels the time 
has come for a complete review of 
postal operating and rate making 
procedures. One of the objectives 
is to develop a rate policy which 
will eliminate the bickering over the 
amount of “deficit” caused by vari- 
ous classes of users. The proposed 
hike in parcel post rates amounts 


to about 23°; 


More Construction Boom. . Gov- 
ernment experts believe the con- 
struction industry is heading for a 
banner year in 1953. Over-all con- 
struction expenditures are likely to 
be about $1 billion above the $32!» 
billion of 1952. 


public utility expansion and com- 


Private housing, 


mercial building will be among the 
most active segments 

A securities exchange COmMmmMISSLON 
survey showed that capital outlays 
by business set new highs during 
fourth quarter 1952 and will con- 
tinue at record levels in first quarter 
1953 Part of the boom was de- 
ferred projects which were held up 
during the steel strike. Expendi- 
tures by manufacturing and public 
utility companies were particularly 
notable 


You can reach the 7,000 men who 


really count, through the 
JOURNAL of the AMERICAN CONCRETE INSTITUTE 


JOURNAL |! 
your 


acy 


A 


Editorial Balance 


Journal 


© ACI JOUR 


important Audience 
id AC] JOURNAL 


anyone selling 


} 


t f all kind In addition, because they 
are leaders, their specifications and purchases 
tend to create acceptance throughout the en 
tire industry. 


Compact Circulation 


Journal k 


Low Rate 


Journal 


These Representative Advertisers Have Used ACI JOURNAL to Advantage 


Lone Star Cement Corp. 

Master Builders Co. 

Rail Steel Bar Assn. 

United States Rubber Co 

Inland Steel Co. 

Bethlehem Steel Co. 

‘echkote Company, The 

Dewey and Almy Chemical 
Co. 

Blaw-Knox Div. of Blaw 
Knox Company 

Butler Bin Co, 

Chain Belt Co. of Milwaukee 

Chicago Pneumatic Tool Co 

Electric Tamper & Eqpt. Co 

Flexible Road Joint Mach. Co 


Fuller Company 

Irvington Form & Tank Co 

Jaeger Machine Co., The 

Johnson Co., The C. S 

Kelley Electric Machine Co 

Mall Tool Co. 

Master Vibrator Co. 

Viber Company 

Worthington Pump & Ma 
chinery Co. 

U. S. Steel Corp 

Baldwin-Lima-Hamilton 
Corp. 

Concrete Specialties Co 

Central Scientific Company 

Besser Manufacturing Co 


Grid Flat Slab Corp 
Kalman Floor Co. 
Intrusion-Prepakt Co. 
Raymond Concrete Pile Co 
Roberts and Schaefer Co 
Vacuum Concrete Co. 
Concrete Reinforcing Steel 
Institute 
Laclede Steel Co. 
Granco Steel Products Co 
Solvay Process Div., Allied 
Chemical and Dye Corp 
Vannier Company 
Western Waterproofing Co 
Williams Form Engrg. Corp 
Stearns Manufacturing Co 


‘World Authority on Concrete Engineering, 


Construction, Research”’ 
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“Yi MAINTENANCE PRODUCTION CONTROL 
$ SUPERINTENDENT SUPERINTENDENT 
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1 get into FA PTORY 


... because the 
Plant Operating Group is more 
important in the buying of 


more products used in the plant. 


. and because FACTORY 
concentrates all its publishing 
operations on reaching 
this Plant Operating Group . . . 
and does this job so well 
that more Plant Operating Men 
pay to read FACTORY than 


any other industrial magazine. 


FACTORY 


MANAGEMENT AND MAINTENANCE 
330 WEST 42nd STREET, NEW YORK 36, NEW YORK 


Member, Associated Business Publications 
Member, Audit Bureau of Circulations 


The Plant Operating Group 





here's where you 


Sell the Top Buyers 
in the $9 Billion 

FOREST PRODUCTS 
INDUSTRY 





93.79/, of 

WOOD & WOOD PRODUCTS 
Readers are TOP MANAGE- 
MENT EXECUTIVES 


WHO THEY ARE 


They are presidents, vice presidents, owners, 
partner other officers, plant superintendents 
genera! managers, purchasing agents men 
with the BUYING AUTHORITY in the top 
companies that control 88%, of the industry's 
sroduction 

hey are the leading operators in the 9 major 
sectors of this $9 Billion industry from saw 
mills to finished product. They are all tied 
together by one common interest. . , WwooD 
and they are located from coast to coast 


WHAT THEY BUY 


A new independent market and readership 
study shows that these executives specify or 
influence the purchase of Fabricating and 
Processing Materials * Machinery and Equip 
ment * Parts and Accessories * Materials 
Handling Equipment ¢ Trucks, Trailers and 
Tires. and other products used in the manu 
facture or processing of lumber, millwork 
furniture, plywood and veneer. wood con 
tainers. and hundreds of other wood prod 
ucts 

Ask for your FREE copy of this new market 
and readership study. It will give you the 
latest facts to sell this huge iedeutre and it 
will convince you that WOOD & WOOD 
PRODUCTS is the No. 1 advertising buy 
the field for anyone who wants to sell the 
TOP BUYERS in this big. growing market 


wood 


and 
wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 


Phone: Financial 6-5380 





problems 


in Industrial Marketing 


An industrial show schedule 


keeps your salesmen on job 


® Heres how one company does 
it. A mimeographed, staple-bound 
booklet is prepared containing all 
the vital facts about each forthcom- 
ing trade show. It isn’t an expen- 
affair 


eight or ten pages do the job. The 


or elaborate usually 


booklet contains eight sections 
Who... Section one lists all person 
nel scheduled to attend when 
they will depart for the trade shov 
and when they are scheduled to 


return home 


-. and where... Section two lists 
all hotel reservations (which have 
previously been made by the ad- 
vertising department) The com- 
pany usually takes space in more 
than one hotel, and there are sep- 
arate lists for each hotel showing 
who will be in which hotel, when 
Double and twin rooms are often 
used, and the list also shows who 
will be “roommates.” 

Meetings . . Section three lists spe- 
cial meetings breakfast meetings 
sales meetings cocktail parties 
banquets and tells when and 


where they are scheduled 


Duties . . Section four is an 


hibit duty” schedule. Each man at- 
tending the trade show is assigned 
certain specific times when he must 
This list 


booth 


be on duty at the exhibit 
tells who must man the 
when and for how long 

Equipment .. Section five gives 
advance information as to what kind 
of equipment is to be exhibited, 
whether it will be in operation, and 
other pertinent data. A sketch of 
the exhibit layout shows the loca- 


tion of various pieces of equipment 


Parties .. Section six is the “Enter- 
tainment Schedule.” The company 
has a suite where customers are in- 
vited for cocktails A list assigns 
certain men to be there on certain 


nights to receive the guests 


Where to Eat. . Section seven is 
headed, “Where to Dine.” It’s a list 
f the better eating places in the 
city where the trade show is being 


held 


Where to Go... Section eight is a 
digest of principal places of interest 
in the show city land marks 


museums parks . . ball parks 
etc. A map of the city is also bound 


into the booklet. 


How to set up your own files 
of competitors’ advertising 
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< Liquefied Petroleym 


Gas Industry 
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How easy is if 


for your 
HOT prospects 
to find you? 





industrial marketing men know how 
much time and effort go into finding out 
which prospects are hot right now. 


But, it’s easy to forget that a prospect 
may have a tough time getting infor- 
mation about products like yours when 
he suddenly finds himself in need of it. 


Weeks are often wasted before prospects 
who are ready to buy get together with 
the right sellers. simply because the infor- 
mation which would have put them in 
immediate touch with each other was not 
in the right place. 

That waste can be avoided. 

Adequate product information can be 
placed in the hands of all important po- 
tential buyers in a form that will assure 
its being kept accessible in their offices, 


Lian 
Your salesmen are constantly seek- 


ing out those of your prospects who 
have a current interest in products 
like yours. 

but how easy do you make it for 


those of your prospects who are hot i 
right now to find you? 


You can cut your selling costs by saving time for buyers. 


so it can be found and used instantly 
whenever buying needs arise. 


For 47 years Sweet’s has been working 
with industrial marketing men to help 
them step up sales efficiency by making 
some of their selling tools better buying 
tools for their prospects. Last year 1,480 
manufacturers used Sweet’s services in 
this connection. The Sweet’s man in your 
area may be able to give you some useful 
ideas if your products are bought in any 
of the following markets: 


Product Engineering 
Plant Engineering 
General Building 
Industrial Construction 
Light Construction 


“The easier you make it for people to buy 


your products, the easier they are to sell.” 
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Sweet's 
Catalog 
Service 


designers, producers and distributors 

of manufacturers’ market-specialized catalogs 

DIVISION OF F. W. DODGE CORPORATION 

119 WEST 40th STREET, NEW YORK 18, NEW YORK 
Boston Buffalo Chicago Cincinnati 

Cleveland Detroit Los Angeles 


Philadelphia Pittsburgh St. Louis San Francisco 





MACHINE DESIGN is the only design publication 


that uses a continuing census of industry to insure 


coverage of every establishment with a design 


function. 


Problems in marketing 





® PROBABLY the easiest and most 
direct way of getting competitive 
literature is to write to the adver- 
tising managers or sales managers 
ol competing companies al 1 simply 
ask for it 
Tell them frankly why you want 
the literature that you are setting 
up a file of material published by all 
companies in your field Offer to 
send them a complete set of yout 
organization's literature In most 
Cases they'll cooperate Most of 
them realize you'll get copies of 
their technical bulletins and bro- 
chures by some hook Ol Crook any- 
vay. And usually they're anxious 
to know what kind of printed ma- 
terial your company is putting out 
and will jump at the chance for 
in exe hange deal 
If for any reason you do not 
to invite your competitors to 
into an exchange agreement, there 
are a number of more indirect pro 
cedures You can attend yor in 
dustry’s trade shows and run mad 
ly from exhibit to exhibit collecting 
as much competitive literature as 
possible Ot course, some trade 
show exhibitors like to mail thei 
literature to you, and ask that you 
leave youl name and address on 
cards. If you run into this situation 
youre back where you started 
Anothe1 S a ratnet 
vious one 
write lot lite rature, ol} reques 
through offers 1e business press 
gut 1 favor the easy and direct 
way write your competitors and 
offer to exchange literature 
them 
If you're also interested = in 
ting up % | ol competitive ads 
your problem is slightly different 
but not at all difficult 
You cant expect your competito1 
the time and effort to send 
reprints of each and every ad 
they produce Your best bet is to 
make a list of the business publica- 
tions in which they advertise 
Check all the business publications 
serving your industry, and after a 
month or two youll know which 
books are carrying the schedules of 


your various competitors. Then it’s 





PARTIAL LIST OF 
EQUIPMENT USED IN THE 
PIT & QUARRY INDUSTRIES 


In 1953 get your share 


of the Non-Metallic Minerals 


$1,250,000,000 “Purchase Order” 





PIT AND QUARRY can help you get your share of this huge ‘purchase 
order” because PIT AND QUARRY guarantees coverage of the executives 
who will make the buying decisions for equipment, parts and accessories. 

Today your promotion money goes further when it’s used to buy space 
advertising in PIT AND QUARRY. Your message is carried to the greatest 
number of worthwhile prospects. You get coverage where it counts — deeper 
penetration — striking power. 

This concentrated coverage of buying power is achieved by a combination 
of paid circulation plus Selected Controlled Distribution. Approximately 26% 
of the total distribution is secured by the Selective Controlled method, and 
74% is paid subscriptions. 

Again in 1953, your best medium for seHing this huge and active industry 
is PIT AND QUARRY. Call our representative nearest you for complete 
information about this magazine which, for 14 consecutive years, has carried 
the largest advertising volume in the field. 


@ oa 
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Market Surveys... 
to help sell your products. 


Market surveys covering most of the impor- 
tant equipment bought by the industry are 
available to. manufacturers. Sales and adver- 
tising executives are also invited to send for 
market surveys dealing with the products in 
which they are particularly interested. 





PIT AND QUARRY 


431 South Dearborn St. * Chicago 5, Ill. 


Offices in MEW YORK + CLEVELAND + LOS ANGELES + SAN FRANCISCO + WHITTIER, CALIF. + SEATTLE + DALLAS + DENVER 





Abrasives 
Agitators 

Air Entraining Agents 
Bags 

Barges 

Batchers 
Batteries 
Bearings 
Belting 

Bins 

Bits 

Block Machines 
Boilers 

Brick Machines 
Buckets 
Bulldozers 
Burners 

Cable 

Castings 

Chains 

Chutes 
Complete Plants 
Compressors 
Conveyors 
Coolers 

Cranes 
Crushers 

Diesel Engines 
Draglines 

Drills 

Dryers 

Dust Collectors 
Elevators 
Explosives 

Fans 

Feeders 

Filters 

Flotation Equipment 
Hoists 

Hoppers 

Kilns 

Lift Trucks 
Loaders 
Lubricants 
Mixers 

Pallets 

Pipe 

Pulleys 

Pumps 
Recorders 
Safety Equipment 
Screens 
Separators 
Shovels 

Tanks 

Testing Equipment 
Tractors 

Trucks 

Valves 
Vibrators 
Weight Recorders 
Welding Equipment 
Wire Cloth 
Wire Rope 
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Open To Close a Sale 7 


Many one-room shops of the past have become industria! 
giants ... and the salesman has a tougher job. He must 
contact many men in each organization. And behind any 
one door may sit an unknown man whose opinion can 
make or break a sale. 

But Business Magazines get past closed doors . . . help 
your salesmen by reaching both the direct and indirect 
buying influences. Because of the speed and economy 
with which Business Paper Advertising can contact and 
condition thousands of prospects for products and serv- 
ices simultaneously . . . we call it ‘Mechanized Selling.” 

Business Publication Advertising is a selling tool that 
is Just as important in selling as modern machinery is 
in production. It doesn’t replace the salesman, but it 
enables him to make more productive use of his valuable 
time and skill. For it makes and maintains contact, 
arouses interest, creates preference and enables the sales- 
man to concentrate on the important job of making 
the sale. 

Ask your McGraw-Hill man for a copy of our 20-page 
booklet, ““Mechanizing Your Sales with Business Paper 


9 


Advertising.”” Also about our sound-slide film, ‘‘Mecha- 
nized Selling... Blueprint for Profits,” which is available 


tor showing at sales meetings. 


rar 


Fad) BLAIS LADY 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 36,N. Y te, 
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SALES DON'T JUST HAPPEN! 


A sale, in the final analysis, is an 
order for your product . .. the result 
of a series of successful operations 
designed to acquaint the prospect 
with your product 

The first step in any sale is to 
contact all of the men who directly 
or indirectly control or influence the 
purchase of your product 


’ 
VICE PRESIDENT 


/ 


{ 


TREASURER 
PURCHASING 
AGENT 


PLANT SUPT. 


Check over a few of your accounts 

. see how many men are involved 
in the “buying” process that you 
know about. Your figure will prob 
ably check with the surveys which 
show that 3 to 6 or more men have a 
voice in recommending, specifying 
or approving an order—depending 
on the size of the company, size of 
purchase, or other varying circum 
stances. Consistent Business Maga 
zine Advertising not only shortens 
the route to immediate sales but it 
helps keep customers sold 











@ if You're Selling... 


PRODUCTIVITY 


@ if Ali industry ts... 


YOUR MARKET 


@ You Need These Facts About... 


ELECTRIFIED INDUSTRY 


@ Whether you make Air Conditioning 
or X-Rays, your best salesmen aren't sel 
ling the device-—they're selling the im 
provement in productivity it can provide 
Electrified Industry is concerned 100; 
with industrial productivity. It has noth 
ing at all to do with the Roofing and 
Bricks, Lubricants and Tools, Forms and 
Files, Steam and Waste departments of 
industry--departments which make up 
90% of the editorial and advertising 
pages of the other horizontal business 
publications Every photo in this all 
picture mayazine portrays a successful, 
production mproving application at work 
Included are 
LIGHTING 

Incandescent 

Flourescent 

Mercury Vapor 

Color Conditioning 
MOTORS & CONTROLS 

Heavy Duty and Spe- 

cial Applications 
Synchronous 


in industry 


AIR CONDITIONING 
Process 
Comfort 
Refrigeration 
ELECTRIC HEAT 
Induction 
Dielectric 
Resistance 
Heat Treating 
Melting Wound Rotor 
Radiant Unitized Motor Con- 
Space trol 
ELECTRONICS Starters, Relays 
Rectifiers Automation 
POWER DISTRIBUTION 
Switchgeor 
Circuit Breakers 
Motor Control Fused Disconwcts 
Communications Cable, Conduit 
INSTRUMENTATION Unit Substations 
Quality Control Bus Way—lInstru- 
Temperature and ments 
Pressure Control Transformers— 
Process Control Test Equipment 
MATERIALS HANDLING Power Air Cooled 
Electric Trucks WIELDING 
Conveyor Systems Arc 
Resistance 


Television 


These devices are presented to industrial 
management, production and engineering 
people-—not ino their technicalities——but 
solely in terms of their contributions to 
better productivity 

During 1952-1954 productivity-improving 
installations of this creatively sold, engi 
neered equipment will amount to some 
quarter to a half billion dollars. Noe all 
the effort will be on the part of the man 
ufacturers. Quite a bit of it will be put 
forth by the 1,500 industrial sales engi 
neers of the Electric Uulity Companies 


Llectrified Industry publishes in partner 
ship with the Electric Uulity Companies 
In each industrial area production is 
dependent upon the Uulities’ unfailing 
power supply. In turn, the Utilities are 
dependent upon their industrial custom 
ers for the sum total of their prosperity. 
Hence the 1,500 industrial salesmen men 
toned above whose job it ws to sell in- 
dustry on modernization. Electrified In 
dustry is the magazine they sponsor (at 
$2.50 per subscription) to help that sel 
ling effort. Lists created by the utilities 
represent the result of years of contact 
and, frequently, personal friendship ex 
tending from the president on down, A 
typical utility-created industrial list to 
which we send Electrified Industry would 
show this breadown of titles 

TITLES Per Cent 
Owner, Partner, President, Vice-Presi- 

dent, Secretary, Treasurer 31.1 


General Manager, Manager Factory, 
Works, Local Manager, Superintend- 
ent 45.9 


Chief Engineer, Electrical Engineer, 
Mech., Metoallur., Ceramic, Power 
Piant and other Engineers, Plant or 
Works Engineer 


Master Mechanic, Supt. Maintenance, 
Electrical Supt., Chief Electrician 


Miscellaneous, such as Agent, Brew- 
master, Miller, Purchasing Agent 4.2 
23.0% 


List maintenance is on a monthly basis 
so that personnel and plant changes are 
kept current 

Readership is also a concern of the utili 
ties and their efforts make sampling 
at the local level and on the basis of 
across-the-desk knowledge—available for 
the first ume 

Electrified Industry offers you the atten 
tion of the men who buy productivity in 
every industrial classification-——plus the 
sponsorship of 150 Utilities and their 
1,500 industrial engineers who are selling 
immdustry the same ideas you are The 
combination can't be duplicated ino any 
other Magazine, or group of magazines 
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Problems in marketing 





a simple job to clip the ads and 


paste them in scrap books 
In fact 


you hould he 


as an advertising trainee, 
reading the various 
publications in your field, anyway. 
Youll absorb a 


ground covering your industry and 


wealth of back- 
you'll learn to recognize the names 
of the Never be 


busy” that you fail to keep up 


important people 


ie leading business papers 


But the most important thing 
about keeping competitive literature 
and competitive ad files is to make 
sure they are properly used by your 
department, the sales department, 


top management, etc 


Raps use of job references, 
tests in hiring salesmen 


® CHICAGO References are almost 
useless in evaluating an applicant’s 
fitness for a sales job, Dr. Robert N 
McMurray told the 16th 
Midwest Sales Congress 

Dr. McMurray is a selection con- 
sultant and president of Robert N 
McMurray & Co 

According to Dr. McMurray, a 


study by a company hiring 3,000 


innual 


persons annually showed that only 
half of 1% 


accurate 


of critical replies were 
It is best, he said, to get 
the previous employer on the phone 
and check the statements on a can- 
didate’s application blank item by 
item 

Dr. McMurray strongly scored the 
use of tests in screening candidates 
“Very few,” 


inclusion in any hiring system.’ 


he said, “justify thei 


The congress also heard Edwin B 
George, assistant to the president of 
Dun & Bradstreet, who said that on 
the basis of his studies 1953 will be 
“an excellent year” for business 

Mr. George said that though the 
fourth quarter of 1953 may see some 
downward movement, there is no 
prospect that the period will slip be- 
low a “full employment economy” 
status, with unemployment not ex- 
ceeding 3,000,000. He believed de- 
fense spending should continue to 
expenditures 


rise, with over-all 


reaching a possible $56 billion in the 


second half of 1953 





The FOUR-EDITIONS PLAN, including 
a Drilling & Producing, Refining & Gas 
Processing, Qil & Gas Pipelining, and 
@ Combined Edition. . . . 


ELIMINATES non-related articles and 
advertising material from his view and 
puts The Petroleum Engineer directly 
to work as he... . 


The FOUR-EDITIONS PLAN also 
includes a General Section covering 
over-all news and developments. If 
your market... . 


/ 
/ 


a 


SELLS better, saves more through 
breakdown rates, and affords maxi- 
mum budget flexibility month by month 
throughout the year! 


We 
SEPARATES petroleum editorial cover- 
age according to the industry's three 
distinct operating divisions, from which 
each reader... . 


CONCENTRATES on the specialized 
or integrated phase of petroleum 
operations in which he is interested. 
Thus, your ad... . 


SPANS the entire industry (or more 
than one division) an ad in this 
General Section appears in all four 
Editions! 


SELECTS the specific specialized or 
integrated editorial approach he 
prefers. His stated edition preference 
automatically. . . . 


—— 


PINPOINTS its sales impact upon 
a 100° receptive reader who repre: 
sents operating personnel — the hard 
core of buying influence. 


GAINS (paid circulation and advertis 
ing) since 1948*, show The P.E. 
topping all other oil papers — proof 
that The P.£.... 


Ane nn lite ture 
Dudgel planning erature 
the specialized and inte 

{ T 
' leum mar ine 


arket, write 
eer, Box 1589, Dallas 


m Industrial Marketing's 
ear-end reports 


y 
1948, 1949, 1950, 1951 


Engineer 


an international monthly 








News 


of industrial sales and advertising 


What management won’ tell 


Study by ‘Fortune’ shows 
management most reticent 
on sales volume, research 
® NEW YORK Information on 
product research, production costs, 
sales and profit breakdowns by 
products, and salesmen’s compen- 
sation are subjects business men 
are most reluctant to talk about 
That conclusion was reached fol- 
lowing a survey by Fortune. The 
magazine asked 59 business men 
what kind of information they would 
not make public and why _ they 
would withhold the information 
The survey indicated that among 
U. S. manufacturers, the release of 
new products calls for the greatest 
“You just don't tell the 


other team what your signals mean,” 


strategy 


said a rubber company executive 
“and when you try a new play 


or product you try hard to make 


| 


it work the first time, because once 
you try it, you have tipped your 
hand and the opposition will be 
swarming in.” 

“Sales 


promotions and advertising are con- 


One manufacturer said, 


cealed prior to being put into effect 
because they can be clocked by 
counter-campaigns.” 

One manufacturer said, “We try 
to keep confidential any information 
that we ourselves would like to have 
from our competitors,’ while an- 
other expressed the opinion that 
most businesses know pretty well 
how their competitors stand. The 
only thing they don’t know is where 


their competitors are going next 


¢ AY 


See 10% increase 


in business paper volume 


® NEW YORK .. Business paper sales 
volume will probably increase 10°% 
in 1953, Nelson Bond, vice-president 
and director of advertising, Mc- 
Graw-Hill Publishing Co., New 
York, told members of the Associa- 
tion of Advertising Men 

The expected increase, he said 
climaxes a growth in business paper 
dollar volume from $32,000,000 in 
1933 to $300,000,000 in 1952. 


Publishers say now is time 
for business papers to expand 


® CHICAGO These are good times, 
economically, for new business pub- 
lications 

That is the opinion of three pub- 
lishers who are launching or who 
have launched new publications re- 
cently: G. D. Crain, Jr., publisher 
of INDUSTRIAL MARKETING and Ad- 
David R. Watson, 
Modern Railroads, and 


Robert Russell, managing director, 


vertising Age; 


publisher, 


Home Maintenance & Improvement 

Mr. Crain, who is launching a 
new magazine, Advertising Require- 
ments in January, told members of 
the Chicago Business Publications 
Association that the idea for a 


magazine devoted to advertising 


production, promotion and = mer- 
chandising had been considered for 
many years. “We decided to go 
ahead,” he said, “on the basis the 
editorial need was justified” and 
because the economic situation was 
favorable The new _ publication, 
which received 900 subscriptions in 
one day as a result of full circula- 
tion promotion, will start with a 
prepaid circulation of 6,000 
Magazines “aren't merely born 
they must serve a readership,” 
Mr. Crain said, and pointed out that 
business publications serve adver- 
tisers on the basis of promoting and 
conditioning their markets. 


At the 


business papers are Carrying their 


present time, he said, 
largest volume of advertising both 
dollar-wise and page-wise. Expan- 
sion is a part of the picture, with 
the main question how to expand 

The president of Advertising 
Publications, Inc., pointed out that 
it isn't necessary to start a new 


publication in order to expand. Ex- 





Chemical and Engineering News is the only 


magazine that brings its readers complete, fac- 


nearly Everybody who 
is Important in the tual cov?rage of the important news in the 


Chemical and Process Industries . . . when it’s 


Chemical and Process Industries 
reads... 


fresh, when it’s NEWS! 


That is why 72,000 important men in these 
industries read Chemical and Engineering News 
every week... men you must have on your side 


if you want to sell those who buy and specify. 


The Complete Newsmagazine 


of the Chemical World 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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Area of each state in exact ratio to its industrial 
value. Purchasing Agents in “The Heart'’ are 
world's biggest industrial spenders. M.P.A. is 
their own magazine 


FIRS T in Dollar-Volume Buying 
among the World's 


Industrial Markets 


If you sell to industry, here is your PRIME MARKET, and these are the 
MEN YOU MUST SELL! 


The Market: Valued at over 90-Billions—the world’s richest concentra- 
tion of industrial purchasing power. Here's where the greatest dollar- 
volume industrial buying on earth is now in progress. 


The Men: Industrial P. A.'s and “buyers” in the "Heart of Industrial 
America.’ They direct the spending of millions in History's ‘'buying-est" 
industrial market. 


The Magazine: M.P.A. reaches these “buyers” in this great "Heart" 
EXCLUSIVELY. It's the ONE publication making a direct hit on your 
No. | Sales Objective—the top target for your industrial advertising— 
the fabulous Midwest. 


A few of the ‘‘national’’ cdvertisers who use over 50°, 

of the space: Oats 
U. S$. Steel Alcoa Standard Oil 
Republic Chose Bross Cities Service 
Ryerson Bridgeport American Box Sample 
Assoc'd Spring Scovill Hinde & Dauch 1 Magazine 
Nat'l Malleable American Rob't Gair with List 
Wickwire-Spencer Nat'l Screw Osborn Brush . ' : 
Roebling's Eaton Mfg. Ohio Injector DA of P.A.'s 
Tube Turns Reliance Elect. Blaw-Knox 


eWlDWeES & 
= MRERAS 
CASS 


Wan, 
‘7 PURI INN tery | pot 
a 


639 Penton Bldg. 
Cleveland 13, Ohio 
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pansion can take the form of a new 
department, or more intensive 
coverage of a current field. 

Appliance Manufacturer, Mr 
Watson’s new publication, also is 
being launched in January. Policy 
of the new magazine will be to 
cover the field vertically, with the 
editorial content ranging from unit 
production to packaging. 

As an indication of its potential, 
Mr. Watson said Appliance Manu- 
facturer Carries more advertising 
in its first issue than achieved afte 
18 issues of Modern Railroads. 

Citing the large increase in home 
ownership during the past six or 
seven years, Mr. Russell pointed out 
that circulation of Home Mainte- 
nance & Improvement has grown 
100,000 in its first year and is in- 
creasing by thousands each month 

The advertising message 1n the 
new quarterly is designed to co- 
ordinate the impact of the ad with 
the actual sale or “ring of the cash 
register,” according to Mr. Russell 

As an indication of the magazine’s 
growth, he said its renewal rate 
after a year’s operation was 94.8% 
with respect to both dealers and 
circulation. Building material deal- 
ers buv the magazine for distribu- 


tion to local consumers 


Export advertising spending 
to rise, sales expected level 


® NEW YorK .. Most agency execu- 
tives and exporters are optimisti 
on the outlook for industrial ex- 
ports for 1953 

Advertising appropriations on the 
whole are expected to be slightly 
higher than in °52. Two principle 
reasons are: (1) rate increases put 
into effect by publications here and 
abroad and (2) a tighter competi- 
tive market expected. 

Over-all sales for industrial prod- 
ucts in export markets are likely 
to remain at about the same level 
as in °52, Irwin A. Vladimir, presi- 
dent of Irwin Vladimir & Co., told 
IM He said that he looks for an 
increase rather than any decrease 
in advertising appropriations. 

“All of Latin America and much 
of Western Europe will continue to 
be excellent markets for American 


machinery and construction equlp- 





Include in your 
1953 Advertising... _ 


The “HOW” Book that ties in with the 
National Economy 


Che editorial theme of this year's Annual will be three 
fold: 


The present national economy will dictate an editorial 
iB favor of enlightening and helping in shipping and trans 
portation problems of the day. Exclusive statements trom na 
tional, military and transportation officials on this subject, will 


be an important part of this theme 


It will be an ACTION Book—it will tell the hows of sate 
ke shipping and safe handling of freight, and the advertiser 
will have a real opportunity to tell—“with what'’—with his 
products or services. Typical subjects to be covered through 


the extra editorial feature articles, include 

® Significance of Perfect Shipping and Careful Handling of 

Freight 

@ Internal Packaging 

@ External Packing 

@ Marking and Stencilling 

@ Mechanized Freight Handling 

@ Transportation Equipment—a Pertect Shipping Factor 
@ Product Equipment for Perfect Shipping 
@ Perfect Shipping in Export 


e Shipper and Carrier Co-operation 


3 The Annual will also carry the usual week Ss news CoO 
@ crave weekly Prath« 


as one of the regular issues of 


World 


Advertise to an Expanded Market 
in this Year-round Reference Book 


Puc the editorial power of Tratfic World's Perfect Shipping 
Annual behind the sales story of your product or service 
This is not juste another publication annual—its a real force 
in a nation-wide effort to promote safe handling and sate 
shipping of freight to safeguard the products of American 
Cash in on this timely and useful editorial theme 
70.000) trans 


industry 
to an interested and FESPONsSive audience of 


POruation buyers 


a ” = \ ; et 
A MARKET DEALING WITH ALL MODES OF TRANSPORT 
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OVER 15,000 COPIES 


9,500 copies to regular $24 a year subscribers plus 
5,000 additional copies bought in advance at an average 


price of 50¢ per copy 


70,000 Transportation Buyers Reading this Annual 
Assures You Coverage of Top Industry Buying Power 


The list of advertisers in Trathe World Perfect Shipping Annuals 
leaps and bounds, because of the accumulated 


Annuals, Over the years they have 


is vrowing by 
imipact of 17 such consecutive 
proved an excellent advertising buy for products and services 
dealing with shipping and transportation. Its a once-a-year sales 
sales value of this refer 


opportunity because of the year-round 


ence book 


iN 





Send for Tell-All Folder — 


which completely describes this An 
Also 
vear’s Annual 
fect Shipping 
advertisement are also 


copy of last 
17th Per 


Emblem for use in 


nual request a 


( opies oft 
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® TRAFFIC WORLD 


22 West Madison St., Chicago 2 « 


New York 17-——253 Broadway 
Digby 9-4050 


Phone Financial 6-0012 


Son Francisco—821 Market St 
YUkon 2-2338 








In Industr y 


You Can't 


Close a Man 
Who Isn't ‘Hep’ 


Somehow, your prospect has 

to learn a lot about the theory, 
virtues, limitations, care 

and application of your product. 
Else he'll never stop talking 

and start acting. 

Phat’s why your field men 

spend so much time with prospects, 
why you have an advertising 
department, and why you publish 
so much literature. 

But beyond all this, the modern 
technical buyer be he 

designer, production chicf, 
chemist, engineer, architect 

or whoever gets a 

lot of his savvy from the technical 
publications of his profession, 
Working with the business 

paper editors to help them report 
technologies like yours 

for 21 clients has built 

this shop to 25 people, every 
account man an engineer. 

Most of our clients have stepped 
up their publicity programs 
well beyond the rate at which 
they began because they've 
found that they can close more 
business when the prospect is 


“hep” before the first call. 


Plan a Program 


Don't you judge publicity as 


a tool of sales untl 
you're “hep.” Lay out a full 
program (not merely an article 

or two.) Then decide. We'll 
blueprint the plan with 
you, for free, if you'll give 


us two hours to ask questions, 


Harry W. Smith 
Incorporated 


Technical Publicity and Cditorial Aelations 
NEW YORK 

507 Fifth Avenue 

CHICAGO 

Palmolive Bldg. (Rm. 1716) 
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ment through 1953, unless some un- 
predictable development should ma- 
terialize,’ Mr. Vladimir said. There 
may be a gradual decline in Euro- 
pean demand, however, he said, be- 
cause of the probability of decreased 
American foreign aid to Europe 
Continuation of the status quo in 
the Far East is to be expected, he 
said 

Joseph W. Madden, secretary of 
National Export Advertising Ser, 
ice, told IM that slightly higher ad 
vertising appropriations are likely 
in the export field. He also attrib 
uted this to higher advertising rates 
and more vigorous competition 

Both Germany and Japan, he said 
are making substantial inroads int 
the Latin American markets. This 
is being done strictly on a_ price 
basis. Germany, in particular, hi 


said s extending liberal credit 


terms to Latin American’ buyers 


But on virtually all competitive 


products in the industrial field, he 
said, U. S. equipment is superior 
in quality 

The big items in demand are ma- 
chinery and construction equipment 
Materials handling equipment also 
is making substantial headway both 
in Europe and Latin America 

More intensified and concentrated 
selling on the part of U. S. manu- 
facturers is called for in Latin 
America, he said. A number of 
companies, realizing this, have in- 
creased their advertising appropria- 
tions and are making better pres- 
entations of their products in Latin 
American publications 

At J. Walter Thompson Co., ex- 
port executives expect no drastic 
change in 753 over °52. Advertising 
appropriations, they expect, will be 
slightly higher in line with increased 
costs 

A slight dip in U. S. foreign trade 
in ‘53 is predicted by McGraw-Hill 
Digest It forecasts a decline of 


about 13°, to $13 billion. Imports 





How 1953 looks 


By William K. Beard 


® HERES A QUICKIE on the '53 out- 
look for industrial advertising, as 
viewed from ABP’s perch on the 45 
yard line 

It looks like another year of high- 
level activity, with budgets running 
a little ahead of record breaking 
52. Which means that most ad 
managers will have the wherewithal 
to do a substantial and aggressive 
job despite the pain in the neck 
of swelling media costs 

It promises to be a strenuous and 
exacting yeat More will be ex- 
pected of advertising as business 
moves (spottily but steadily) to- 
ward more competitive — selling 
And the big chip: d down on a 
Wasnington set-up that is far more 
favorable, at the outset anyway, t 
our kind of business philosop! \ 
There appears to be a good deal of 
the perform or else in the air, and 
industrial advertising is in it, chin- 
high. Which is where we want to 
be Right’ 


Research should snowball in 1953, 


research in copy and media and 
marketing. NIAA men will be im- 
patient for results from their new 
institute, but more of them will be 
researching on their own than ever 
before. Soft copy and soft media 
will have a harder time getting by, 
as tougher minded _ advertisers 
struggle to sweat more concrete 
performance out of costlier pro- 
grams 

Speaking about business papers 
specifically, there is hope that the 
tormenting cost curve may be lev 
elling off 3ut soundly operated 
publications will continue to keep 
rates in line with high calibre read- 
er service and a compensating re- 
turn. Despite the rash of rate hikes 
(which publishers don't — relish 
either), the unit cost of business 
paper space per thousand sub- 
scribers, or related to buying vol 
ume in the field . . still looks mighty 
good by comparison with other 
forms of advertising 

Whatever else '53 may be, it won't 


be dull 


significant 


and it will be critically 
A good time for red- 


blooded admen to be around 








BAY CITY 
REPORT 


- of the facts and figures result 
ing from Domestic Engineering's pene- 
trating survey of Bay City, Michigan, 
Projected by Do- 
Engineering on a nauon-wide 


are shown below. 
mestic 
basis, they indicate a wide-spread need 
for modernization in a majority of 


the nation’s homes, tactories, farms 


and insaitutions 


plan to remodel kitchens 
plan to remodel bathrooms 
plan to remodel heating systems 
still have hand-fired heating systems 
plan to replace water systems 
plan to add shower facilities 
want new clothes dryers 
want new automatic washers 
want new water heaters 
want better than $1,000 kitchens 
individual 


want appliances 


are more than 
old 


of the refrigerators 
10 years 


want to pay cash. 
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Don't underestimate the potential of remodeling! If you are a manufac 
turer of plumbing, heating, air conditioning, appliances or related products you 
can determine the extent of you remodeling market by looking at Domestic 
Engineering’s Bay City Story. Every member of this industry who has read the 
findings of this exhaustive all-embracing study contractor-dealers, whole 
salers, manufacturers alike is agreed that in remodeling lies their greatest 


sales opportunity. 


Stimulated by Domestic Engineering's all-out Modernization Program which 
was introduced in the big November Remodeling Issue, contractor-dealers, as 
well as manufacturers and wholesalers in all parts of the country are already in 
full swing with aggressive plans for their own remodeling sales drives. Theis 
interests through the many months to come, will be concentrated largely upon 
remodeling business and, in this period, Domestic Engineering will continue to 


show how to prospect, dex elop and close these sales. 


For further details on this “made-to-order” remodeling market as it per 
tains to your products, write to Domestic Engineering, 1801 Prairie Avenue, Chi 


cago 16, Illinois. 


DOMESTIC 
ENGINEERING 


As) remodeling sales 


drives) gain) momen- 
tum, contractor dealers 
will experience an 
ever-increasing need 
for all types of plumb 
ing, heating, air con 
ditioning products and 

They 
know 


products 


appliances will 
about 


Keep 


aware 


want to 
your 
them constantly 
of these products in 


the advertising pages 


of Domestic Engineer 
ing, the publication 
they use as a guide 
to profitable 


ing 


remodel 
business 











TO SERVE YOU BETTER... 


We ashe! WESTERN UNION to 


call 17,619 EXECUTIVES for us... 


to Verify our Circulation lists 
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@ 4,153 Western Union offices throughout 
the country called 17,619 executives. * 
@ Western Union verified company name an 
address by telephone. 
@ Western Union verified name o 
and his title. 
number of plant employees. 
and ° reenaes locations of other woodworking 
here’s plants operated by company contacted. i 
® Obtained name of plant superintenden 
what we neither name or title was shown on our 
as 
learned © Each card was certified by local Western 
Union operator with signature. 


f individual 











Get the Complete As an advertiser .. . you can be sure of the readers of WOOD 
Story WORKING DIGEST. You can be sure they WANT this publica 
on how Western tion with its powerful reader interest already proven by many 
Union and WOOD . ° 
WORKING DIGEST independent readership surveys. Now more than 95 personal 
collaborated on ized, every copy of the DIGEST is directed to the right man, and 
huge nation-wide every man is a logical prospect for your product or service. 
ee Ore WOOD WORKING DIGEST now reaches more plants — more 
Send coupon be- new plants, offers deeper penetration of buying influences. Mod 
low for descrip- ern format is pocket-size easy to read and use. Carries more 


tive folder pages of advertising than the next 4 publications combined. 


Just Published 


24-page Data File based on NIAA 
Outline 

Latest market figures government statistics 

and publication data. Helps you determine 

the sales potentials for your products in 

the huge woodworking in ustry. Mail cou 

pon below for your copy of this Data File. 


Mail this coupon to get both folders 


WOOD WORKING 


Name 


digest | « 


Street 


A HITCHCOCK PUBLICATION 
Wheaton, Iilinois 


WOOD WORKING DIGEST 


City State 











@ News 


are likely to “remain close to the 
$11 billion of °51 and ’52 unless the 
domestic economy — suffers a_set- 
bac k.’ 

Sharpest cut in exports, the Digest 
believes, “will be in agricultura! 
goods, which will drop about 20°, 
because of the improved position of 
the importing countries and export- 
Ing nations that normally compete 
with the U. S. Trade with Latin 
America, however. will continue to 
approach previous high levels in ‘5 
despite current restrictions.” 

3est markets probably will be 
Venezuela, Mexico. Colombia, Cuba 
and the Central American Repub- 
lics. There will be more competi- 
tion for U.S industry because 
Western 
world trade, but the U. § will be in 
the best position since before the 


9 
vo 


ot 


Germany’s emergency in 


Korean war to supply goods and 
equipment 


Despite fears of expropriation, th- 


T . 
Wigest says, U. S industry 


no 


shows 
sign of diminishing jt. invest- 
ments overseas 


‘Daily Oil News’ covers 
three-day oil institute 


® CHICAGO ‘Daily Oil News’ 


a rare “daily” published only three 


days eac ye 7 
‘ ich yea) again “hit the 


Street” in time for the 
American P 


annual 
etroleum Institute meet- 
ings 

The paper is published each yea) 
by Gulf Publishing Co 
Sooperation with the annual Petro- 
leum institute, and 


Houston. jr 


IS prepared by 
the staffs of Gulf Publishing's two 
Magazines World Oil and Petro- 
leum Refiner. 


The 6,000 oil and equipment me; 


at the annual institute found a cop) 
of the three-day “daily” at thei 
hotel room doors each morning. by 
fore breakfast Each of the three 
issues was 60 pages and similar ¢, 
Advertis ng Age in format 

The paper, which closed at 6 p.n 
each day, included telegraphic iseieis 
of the oil industry, news 1 ports and 


photographs of AP] business and 


committee sessions. an official reg- 
istration list, and many “nersonals 


about ‘those attending the institute 
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Doesn't 
Work 
That 
Way! 
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‘Sales have fallen off, Herman—turn on the advertising!”’ 


But industrial advertising doesn’t work that way. 
It's not a faucet which can be turned on or off in 


response to a rising or falling sales curve. 


That's why many alert businessmen are today 
paying particular attention to their advertising 
programs. They realize that a firm position for 
their company must be built up over a period of 
years. They look upon advertising as a long- 
range investment . and they see in America’s 
constantly expanding economy a greater stake in 
the markets of the future than they have ever had 


in the markets of the past. 
How big are the markets of the future? 


In the decade from 1940 to 1950, industry gen- 


erally expanded 64°, in physical volume. Metal- 





working did even better than that. . . physical 


volume increased 100°,. That's discounting in- 
flation, too. 

The 40’s were good .. . but there are many rea- 
sons for feeling that the 50's will be just as good 
or better! The growth in population has been 
even faster than was expected; the Gross National 
Product has risen to a $325 billion rate; metal- 
working sales climbed from $81.5 billion in 1950 


to $106 billion in 1952. 


The 1950's are a decade of opportunity . . . but 
they are also an era of increasing competition. 
The time for action is now. The companies which 
are planning now . and advertising now 

will be strides ahead of competition in the years 


to come. 


™= PENTON fueins 


PENTON BUILDING e CLEVELAND 13, OHTO 
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Agency changes. . 


Griswold-Eshleman Co. . . 


For only 


REINHOLD asm: 
will prepare, print, ing for Teaimhile 1 
distribute, and promote 19,500° copies x: +»: & nme 


of your 8-page, 2-color catalog 
in key process industries plants Media changes. 
for one full year! 


In CHEMICAL ENGINEERING CATALOG, your detailed prod- 

uct story serves 19,500* specifiers in over 13,000 Dun & Bradstreet Ronald K. Jurgen . . 
company-rated plants. No waste circulation. No important process 

industries plants overlooked. CEC is the year-round “workbook 

referred to, and worked with, by process industries specifying teams 


—the men who decide 7f and when your products will be used 


CEC gives your promotion penny old-time value. Reinhold will 


prepare, print, distribute and promote the use of your 8-page, 2-color ’ 

catalog unit for only L4¢ each. A 12-page, 2-color catalog costs only 4 ey 
19¢ each. Comparable low rates hold true for larger or smaller units mies 
Today, while working on next year's plans, ask your Reinhold catalog 

representative co explain how to sell the process industries most 


economically, efficiently, surely 


; *Records show an ave raze of fir e€ users per copy. 
or 


cquipmeny 
engincering 

SCLVICCS, 
materials of 
eeehiegeiagienn| Exporters’ Digest . . ! 
REINHOLD PUBLISHING CORP., 330 W. 42ND ST., N. Y. 


Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas * Denver 





YOUR MARKET 
poTENTIAL 


The surest way to get your product story told to the 
largest number of oil producing industry buyers, at lowest 
cost per prospect, is through the pages of World Oil 

... the oil paper read by 93% of the key men who buy 

or specify 98% of all oil field equipment. 


Over 21,000 ABC subscribers, including more than 15,500 engaged 
exclusively in oil producing, will see your product story each 

month. A 14-issue schedule in World Oil gives you complete, every 
issue coverage of this billion-dollar oil producing market. 

Call your Gulf representative today and plan your 1953 sales- 

building program. 


SEND NOW FOR... your personal copy 
of the informative new World Oil Market 
Data Book for 1953. 


OFFICES: @ Houstor 





The Only One’ 
Bigger & Better 


Than Ever.... 


‘ov. 


ANNUAL MEETING 
of the 


American Ceramic Society 


Place your sales ‘‘story’’ in the 
Program Issue of Ceramic Bulle- 
tin (The Official Organ of The 
American Ceramic Society) — 
and reach the key men in every 
branch of the 31/2 billion dollar 
ceramic field. 

This is your big opportunity to 
‘“‘talk’’ to your market — use it! 
Here’s why The Annual Meeting 
Program Issue* is your ‘‘must”’ 
of the entire year: 


+ Each registrant receives a copy of this big 


issuc 


p> All readers of Ceramic Bulletin though not 
attending the meeting, wiil receive a copy 

. This issue will contain the complete, official 
program 


. Multiple impact of your advertisement is 
assured when you appear in this big issuc 
—because the issue will be referred to 


constantly before and at the meeting 


This special issue offords you the biggest 
once-a-year opportunity to introduce your 


sales personne! and new products 


IMPORTANT 


The Annual Meeting Program Issue 
will be carried in April rather than 


March. 


Se ee 
~S ee eeeeeenan 


see eee eee eee eee eee eens 


Ceramic Bulletin 


2525 North High Street 


Columbus 2, Ohio 





A review, by busimess paper editors, of industry conditions 


' } 
that may influence industrial marketing procedures 


Hopes high for 1953 .. spending 
to be near 1952 record high 


By Carl Harrington, Mill & Factory: Harry Lee Waddell, Factory Management & Main 
tenance; William P. Winsor, Materials & Methods; and A. C. Pendergast, Western Industry. 


pect prices ol manufactured goods 
to be about the same or lower than 
they are now. Over 70°, of the 
respondents expect a slight business 
recession toward the latter end of 
the yeal 

Most materials used in the manu- 
facture of the majority of products 
are now in ample supply, so that 
controls will be of minor impor- 
tance. Labor should be relatively 
quiet, as it feels out the new ad- 
ministration. The government will 
try to keep out of labor disputes 
and let management and labor settle 
down to real collective bargaining 
This will be a healthy condition for 
business in all industries CARL ¢ 
HARRINGTON, editor, Mill & Factory, 
New York 


® FROM ALL indications business fo {How much do eight key industrial 

most industries in 1953 will be very groups plan to spend in 1953? See 

rood Even though defense spe nd- chart on page 150 | 

ing may level off, general consumet 

demand and construction will un Capital Goods Strong... [ndus- 

doubtedly remain at a high level try’s plans for new plant and equip- 

However, competition will un ment will mean another boom veai 

yuestionably he more Intense In in. the capita goods industries in 

1953 than it wi thi veal Cor 1953 Expenditures now planned 
vill he only a shade unde 1952's 
ind will | larger than any pre 


ceaing 











the chemical engineer 1975 


Here it is hardly 1993 and he’s le ny cides can he come up th to incre to sh osts of raw materials, pro 
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PRODUCTIVITY 


tel 3 
ENGINEERS 


The Engineer 

has put American Industry 
on top by tripling 
MAN-HOUR PRODUCTIVITY 
...main factor 


in your increased sales. 


With engineers and machines to help 
him, our factory worker produces 
three times what he did in 1910. 

In 1910, he had 80,000 engineers 
raising his efficiency. Today he 

has 400,000. 

The proportion of engineers 

to workers has tripled, too, from 
one engineer aiding 180 workers to 
one engineer aiding 60 workers. 
More and better machines set new 
production records. 

But engineers, especially MECHANICAL 
engineers, made the machines possible 
designed them, built them, ran them. 
What made the mechanical engineers 
possible? 

The present high level of the 
engineering profession could not exist 
without The American Society of 
Mechanical Engineers. 

And the present high level of marketing 
to industry would be impossible without 
Vechanical Engineering, ASME’s direct 
line to its 35,000 engineer members. 

ME reaches the largest audience of 
engineers in the mechanical industries. 
In industry after industry ME reaches 
more engineers than any other magazine 
in that field. 

These are the men whose engineering 
know-how so vitally influences the 
selection and specification of what you 
sell to industry. 


MECHANICAL 
a aaa aie 


{ publication of 
THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
29 West 39th Street. New York 18. N. Y. 


important decline in capital spend- 
ing will be by the railroads 

Among manufacturers, the prin- 
cipal increases in spending for new 
plants and equipment will be by ma- 
chinery makers (particularly elec- 
trical machinery) and petroleum re- 
finers Substantial declines are ex- 
pect d in de fense-supporting indus- 
tries that have been through thei 
big expansion-of-facilities phase 
primary producers of iron and steel, 
non-ferrous metals and aircraft, and 
in textiles 

These are highlights of reports by 
the two most ambitious surveys of 
American industry's plans for cap- 
ital spending one made by the 
U.S. Department of Commerce and 
the Securities & Exchange Com- 
mission, and the other by the Mc- 
Graw-Hill Department of Econom- 
ICS 

The tabulation of the Department 
of Commerce-SEC survey of cap- 
ital spending plans for 1953 com- 
pared with actual expenditures 
since 1945 (with 1952 partially es- 
timated) appears on page 130 

In a preliminary study of how 
manufacturers expect to spend for 
plant facilities in the new year, the 
McGraw-Hill Economics Depart- 
ment found out: 

Food processors spent more 
than they originally figured in 1952 
and they are raising their sights 
again for next yea 

Chemical industry usually re- 
garded as a perpetual growth indus- 
try expanded so much in 1952 
that, even with some further growth 
in chemical markets, there won't be 
the need to add new capacity at 
such a pace. The chemical industry 
figure for 1953 is pulled down by a 
very severe drop in plans of the 
rayon Companies 

Biggest companies are keeping 
up their capital expenditures 
Smaller companies are cutting 
down. In one industry after an- 
other, total expenditures are being 
held by heavy spending on the part 
of the industry leaders. This seems 
to be mostly spending for moderni- 
zation 

Such spending may reflect the fact 
that big companies are financially 
stronger, and particularly that these 
firms are getting such a large flow 
of funds from accelerated depre- 
ciation charges on defense facilities 


It is obvious that unless small 





‘What kind. of a hondarrake is thats ? 


aman with grease on his hands ics, superintendents, general foremen and others. 

otten wants to shake hands with another whose They have one function in common. They pur 

hands are clean. This 1s how it’s done. It often chase, specify, recommend or influence the buying 
happens to MODERN MACHINE SHOP cditors of equipment and sup} lics for their plants. 

and writers out in the shop, gathering details for 

MODERN MACHINE SHOP cguipment- and With over 40,000 circulation, MODERN MA 

Process-in-use storics. CHINE SHOP reaches more of these important 

buying factors f/a +2} thre pf: Mealion ty bby 

its stat, MODERN MACHINE SHOP itself vetaluorking field. As a matter of fact, MODERN 

MODERN MACHINE MACHINE SHOP'S “plant circulation 4 OOO 


SHOP articles have an authentic, practical view individual plants receiving one Or more copies, Is 


! I 
point which makes them preferred rcading for larger than the total circulation of most metal- 
uction executives. Slanted to the same audience working publications ! 


lar features like “Modern Equipment at 

Ideas from Readers News of the In- Put your advertising in ‘work clothes’ and send 

and “New Shop Equipment.” it out in the shop” with MODERN MACHINI 
SHOP. Get maximum idership, maximum 1 


These production executives have many titles . . ? ullts 1 we Mafra © botl caders and advertisers 
t 


plant managers, works managers, master mechan 


MODERN MACHINE SHOP 


431 MAIN STREET CINCINNATI 2, OHIO 
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Big Money Goes |= 
into Catalogs— 


Be Sure You Get 
Big Returns 


According to one authoritative esti- 
mate, American industry last vear 
spent nearly $113,000,000 on catalogs 

about 15% of the total for all in- 
dustrial advertising. If your own 
catalog represents major expense, 
hard-headed sales sense dictates that 
you make it justify its cost. One sure 
way is to put Heinn experience on 
your catalog job. Thousands of other 
executives have done so... with re- 
sults that prove the assertion: lowest 
operational cost per unit per year, 
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WARINE HARDWARE 


Representatives TY 5 CO., We 
in Principal Cities 


JU > oe Originators of the Loose-Leaf System of Cataloging 
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Information, please. 


Price and Parts Books (_] Plastic Tab Indexes 
[] Acetate Envelopes [} Sales-Pacs 
Sales and Instruction Manuals 


NAME — = TITLE. 
COMPANY 

ADDRESS 

CITY 


Catalog Covers [] Salesmen’s Carry-Cases [] Salesmen’s Binders 
O 
r 


oa | 
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(] Proposal Covers 
[_} Easel Presentations 


companies eve ntually follow suit, 
the leading firms will increase their 
ompetitive advantage by acquiring 
more modern plant and equipment 
Most large conmipantes are Con- 
tinuing the long-range programming 
that they reported in McGraw-Hill’s 
January, 1952, survey. This survey 
showed that most manufacturers 
were already planning expenditures 
for 1953-55. So far as 1953 is con- 
cerned most of these plans are being 
firmed up. And planning is con- 
tinuing for 1954 and beyond 
However a good deal of capital 
spending may be postponed beyond 
1953 if manufacturers’ sales turn 
down during the year More than 
in most years, treasurers are mak- 
ing capital budgets for 1953 with 
their fingers crossed. One company 
after another noted, in replying to 
the survey, that they will make sub- 
tantial changes in investment plans 
and make them fast if business 
isn't up to expectations. For com- 
panies with long-range programs, 
this would probably mean stretch- 
ing out projects rather than aban- 
doning them . . HARRY LEE WADDELL, 
editor. Factory Management & 
Maintenance, New York 


Materials Will Compete .. Al- 
though there have been a numbe1 
of predictions that business activity 
will lessen after the first half of 
1953, we believe that business will 
hold steady throughout the year 
Even though business should re- 
main at high levels, it does not nec- 
essarily follow that use and avail- 
ability of materials will continue to 
fall into established patterns 

When the nation’s thinking is fo- 
cused on defense production, we are 
prone to base estimates and predic- 
tions on military production. It is 
probably wiser to make any fore- 
casts in accordance with the plans 
of our leading peacetime industries 
A good example is the automobile 
industry 

Leaders in the automobile indus- 
try have predicted a 1953 produc- 
tion of better than 6,000,000  pas- 
senger cars and trucks. If this goal 
is met it will mean that the indus- 
try will be our biggest buyer of 
engineering materials. However, it 
is likely that materials buying hab- 
its will differ considerably from the 


patterns etablished in past years 





THANKS TO YOU 


A New High in Advertising Volume 


for the 1953 BLUE BOOK DIRECTORY 


1952 434 Advertisers bought 348 PAGES 


1952 DIRECTORY 


33° 


Cait 





@ Nemes and Addresses of Manufacturers... Page 391 
© Metels end Their Properties 
© Practical Tebles for Shop Use 


1953 512 Advertisers bought 465 PAGES 


Se 25,000 Guaranteed Distribution 
29,000 Actual Distribution 


In Appreciation — a 15% Bonus Circulation 


We are justly appreciative of the advertisers and their advertising 
agencies who selected the annual MACHINE and TOOL BLUE BOOK 
DIRECTORY to carry their product story to the active buyers in the 
huge metalworking industry. 


A proven sales-producer, this is the only complete buying directory 





For Double Selling Power 


vse the regular monthly issves of 
MACHINE and TOOL BLUE BOOK, 
as well as the annual DIRECTORY. 
This unbeatable combination gives 
you quick contacts at low cost. Over 
40,000 copies mailed every month to 
metalworking executives—95% per- 
sonalized. Circulation verified by 
Western Union. 


Write for 24-page Data File based 
on NIAA outline. 


issued for the metalworking industry. It sells all year because it is 
used all year. It is handy, easy to use, square back, opens flat. 
Durable, stiff, laminated covers withstand constant use the year 
around. Lists sources of supply. Useful, editorial content (helpful 
tables, list of trade associations, metals, etc.) promotes high reader- 
ship—helps make your advertising work all year long. 


Be sure to include the MACHINE and TOOL BLUE BOOK DIRECTORY 
on your 1953 schedule. The 1954 edition will be issued next 
December . . . closing date, November 10. 


Machine and Toot BLUE BOOh 


HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 








Advertisers of = 
engineering materials 
and materials-processing 
equipment get mass 
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Industrial ad budgets average 


2.28% of expected sales in ’53 


By Merle Kingman 


® SALES and expenditures on ad- 
vertising will hold level or will rise 
for most companies selling to busi- 
ness and industry in 1953 

That was shown by a mail sur- 
vey of a select list of representa- 
tive industrial advertisers in a wide 
variety of industries. The average 
advertising appropriation among 76 
companies reporting was 2.28°, of 
anticipated sales 

This compares with 2.16¢, in 1952 
and 2.04°; in 1949 


ulated in previous studies by INDUS- 


averages tab- 
TRIAL MARKETING. This year appro- 
priations for industrial advertising 
from 0.3°; of sales for a 
chemical nickel 


catalysts to 6¢) for a manufacturer 


ranged 
company making 


of screw thread inserts 

Of the 76 companies reporting, 72 
expected sales to remain level o1 
rise in 1953 and four companies an- 
ticipated a drop. Forty-four com- 
panies expected a rise and 28 ex- 


The 44 


optimists expected sales increases 


pected sales to hold level 


averaging 14° The median ex- 
pected increase was 10°). Expected 
decreases ranged from 5 to 7%. 

Industrial advertising will be 
asked to do a big job this year, the 
survey showed. Most of the com- 
panies anticipating sales increases 
will increase advertising budgets to 
help meet the goals. Significantly, 
a third of the companies expecting 
sales to remain level will increase 
their advertising budgets 

Four companies expecting sales 
decreases will hold level or increase 
advertising expenditures. 

Seventy-three out of 76 compa- 
nies reporting said that advertising 
expenditures will continue the same 


or will rise. Some 38 companies 


reported a rise, 35 will hold level 
and three will decrease expendi- 
tures. The average budget increase 
was 13.347; median increase was 
10° 

A machine tool manufacturer ex- 
pected sales to drop but reported a 
12-month backlog of orders. The 
company, using the task force 
method of setting the ad budget, 
will hold level or increase its budg- 
et and will revise media lists and 
sales promotion efforts to get bette: 
coverage of rapidly growing areas 
and markets 

Backlogs of orders prevailed as 


More 


than 75°) of companies surveyed 


the new year got under way 


reported backlogs ranging from two 
weeks to a year. Some companies 
reporting backlogs didn’t say how 
big, but 48 


backlogs averaging three months of 


companies reported 
production 

The long crusade by marketing 
men, with the support of INDUSTRIAI 
MARKETING, to persuade industrial 
advertisers to use the task force 
method of setting budgets still has 
ahead, the 


Of 73 companies report- 


a long road survey 
showed 

ing their methods of determining 
budgets, 37 companies decide budg- 
ets on a_per-cent-of-sales basis 
Another 32 companies used the task 
force method (determining the job 
to be done, and then setting the 
budget at the figure needed to do 
the job) or a variation thereof. In 
the latter group were 11 companies 
that use the task force method and 
then alter the figure somewhat by 
percent-of-sales considerations. Foun 
“hit-or-miss, 


companies reported 


“personal judgment” and similar 


methods 


Industrial Marketing 


A substantial percentage of com 
panies decided their budgets earlier 
this year. Asked if they were ahead 
of or behind last year’s schedule in 
preparing and getting approval of 
the budget, 30 


“ahead,” 15 companies “the same, 


companies said 


and 18 companies “behind.” 
Many 


distribution and advertising 


changes were reported in 
sales, 
programs but there were no indica- 
tions of a trend Chanyves include 
switches from manufacturers’ agents 
more em- 


to company salesmen, 


phasis on direct mail, expanded 
business publication advertising and 
one switch to small-space multiple 
ads 

Appropriations of companies sui 
veyed are listed below. Each com 
pany is listed by type of product 
ind its 1953 appropriation is shown 


as a percentage of sales 


Raw Metals, Metal Products 





Product 


Building Materials 








Materials Handling Equipment 





Chemicals, Coatings, Plastics 





Institutional, Office Supplies 





Plant Maintenance Equipment 





Metalworking Machinery Miscellaneous 








Air Conditioning, 
Refrigeration Equipment 





Power Plant Equipment 





Electrical machinery, products 








How 1953 looks to me 


By Frederic R. Gamble of the same sort 

Another instance of what can_ be 
accomplished by cooperation is the 
increasing adoption, by business pa- 
® WE CAN EXPECT in 1953, it seems per publishers, of the 4A’s standard 
to me, a continued step-up in sell- second colors This is facilitating 
ing and advertising efforts and in- the use of color in business papers 
creased attention to trade and in and helping to make such advertis- 

dustrial advertising ing more effective 
This is already reflected in ad- Over the years and 1953. will 
vertising agencies and in the ac- be no exception . . business paper 


Machinery and Equipment tivities of the American Association publishers have become convinced 


for Special Industries of Advertising Agencies. 1953 should that the advertising in their papers 
see the publication of a new 4A which is prepared by agencies is, 





document, “Suggestions for the Ad- by and large, better advertising 
vancement of Business Paper Ad- than any other which they receive 
vertising.” I think we could say It does a better job of finding and 
that 1953 should see the publication selling customers and hence con- 
of Recommended Standards — for tinues more regularly in their pub- 
Business Paper Practices, which lications I believe that all pub- 
both Associated Business Publica- lishers in the business paper field 
tions and National Business Publi iowadays look to agencies as their 
Processing Equipment cations are working on primary source of business 
When you consider that a great Business papers are 


many advertising 





eople are spend increasing part in our economy an 


5 | 
hours in develop- in 1953, should continued to increase 
t 


ing a good many i 
ing such document \ g a new in effectiveness 


concept of the intelligent coopera- The need for information in oun 
tion that exists among the different tremendously complex — industrial 





egments of American business and development is great, and business 


why it is possible for us to make the papers are indispensable in pro- 
do. It augurs well fo viding the information that industry 


progress we 


the future and for more progress is looking for 


I 








Agencies forecast . 


but markets more competitive 


® INDUSTRY Will spend more money 
for advertising and will sell more 
goods although the market will 
be more competitive during 1953, 
according. to top executives ol 1h 
industrial advertising agencies quer- 
ied by INDUSTRIAL MARKETING 

The agency executives, who rep- 
resented a random sample of agen- 
cies large and small, also predicted 
that advertising production costs 


high, 


changes in color, space and media 


will remain forcing some 
allocations 

Of the 46 agency executives quer- 
ied about advertising appropriations, 
34 replied that they expected ap- 
propriations to be increased by 
an average of 12° Individual in- 
creases ranged from 5 to 25°,. The 
six agency heads who believed ap- 
propriations would be down were 
pessimistic they expected de- 
creases averaging 17° 

Five executives saw little change 
over appropriations for last) year, 
and one made a break-down of his 
clients .. showing 80°) of clients had 
increased appropriations, 9°, had 
smaller appropriations, and 11 
were about the same as the pre- 
vious yeal 

Forty-five per cent of the agency 
men queried said their clients ex- 
pect an upward. sales trend for 
1953, nearly 16°, saw no change 
and only 11°, 


expect sales to be down 


reported their clients 


On the borderline, an equal num- 
ber (nearly 9°; ) were uncertain o1 
said clients expect a moderate up 
swing, while another 10 expect 
a much more competitive market 
than existed in 1952 

Despite some theories that the 
second half of 1953 may show a 
slight recession, only one of the 


agency heads reporting to INDUSTRIAI 


MARKETING indicated that sales vol 
ume might be down for the last halt 
of 1953 
What's. the 
planning of expenditures? | Noth- 
Some 


35°, of those answering the ques- 


trend on long term 
ing pronounced, apparently 


tion reported a trend towards more 
short term commitments, 25°, saw 
more long term commitinents, while 
the remaining 40°; said they ob 
served no trend eithe: Way 

There is no question but what 
most industrial advertising clients 
Of the 


16 who reported on this question, 35 


budget one year in advance 


said their clients budget a year 


in advance, three reported — six 
month budgeting, four said clients 
budget once a month 
Among those who budget once a 
vear were four with some qualifica 
tions “one-year with mid-yeai 
review on some” “annual budget 
established, placement by quarters 
“year but with more frequent 
budget reviews as a more frequent 
thing” “month-to-month decision: 
based on a yearly schedule 


While 431° ol 


said they saw no trend either to 


those reply ing 


wards concentrating on fewer pub- 
lications or on spreading out, many 
individual replies indicated a pos 
sible limited trend towards the use 
of fewei publications 

One respondent reported a trend 
towards the use of mere publica 
tions, although with smaller space 
while 13 indicated fey 


publicatiorfs would be used in 1°53 


! 
re piles 


Of the 13, one believed more space 
would be used in fewer publica 
tions, one blamed smaller advertis 
ing appropriations for a trend to 
vards fewer publication A. third 
reported, “We have given. special 


ittention to media and frequency 


follow our sugvestions lr 


al. we have consolidated ef 
in ‘most read’ media as shown 

our own surveys.” 

Six reported no observable change 
over last year’s practice 

The survey indicated that no 
trend is under way toward either 
big Space ol small space Campalyt 
Twelve respondents indicated a ten 
dency towards more big space cam 


paigns, 11 saw more small space 
campaigns, and another 12 saw no 
difference over the situation in 1952 
Is there a trend toward or away 
from color in industrial advertising”? 
Of those replying directly to the 
question, 58°, reported a trend to 
wards color in industrial advertis 
ing, 16‘ 
color, while 10! 
either way 
While half of the admen said they 


expected no change In copy ap 


reported a trend away from 


observed no trend 


proaches during 1953, the unanim- 


ity of opinion among those who 


do expect some change indicates 
that advertising copy in 1953. will 
be more factual, tend toward brevity 


“sell.” 


Increased and Increasing produce 


and have more 


tion costs 
to the 


marked tendency among your cli 


were mirrored in replies 
question, “Is there any 
ents to repeat the same ads more 
than once? 

Nearly 70° of those replying re 
ported a marked tendency toward 
repeating ads and some were em- 
phatic Definitely, production costs 
are the cause,” said one ‘ves, the 
only way we can hold down pro 
duction costs,” replied another a 
third said, “yes high mechanical 
costs have taught us that repeating 
does not cut returns” .. and another 
replied, “yes, more trend this direc 
tion as mechanical costs rise 

A somewhat grim view of the sit 
uation was expressed by one adman 
who said, “It becomes increasingly 
difficult to renew expired contract 
and reducing the size of ads oftime 
results in burial of an advertise: 
accustomed to up-front position and 
ubsequent reduced results out of 
proportion to space cost and cons« 
juent dropping out altogethe 

our experilence that once an 
vertiser reduces the size of hi 
on the way 


Publi: he ! 


custe med spact he’s 
of a publication 


confirm. this 
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At MASTER CHROME you will find ex 
pert workmen to give you fost service and 
quick delivery on your single or multiple 
pieces MASTER CHROME maintains a 
fleet of service cors and trucks to con 
plete a real MASTER CHROME SERVICE 


DONT SCRAP MIS MACHINED PARTS AND REJECTS 
GET OUR LOW PRICES FOR SALVAGING - ONE TO A MILLION PIECES 


Call of write MASTER CHROME today 





Offer ne a a ee 


Ad chart offer hits objectives 


for Master Chrome Service 


By Bert Enos 


® A NEW TWIST in an old gimmick 10 or 20 times, it got so soiled he 
was a major factor in bringing 483 threw it away. 
“quality” prospects and a 50°, in- Not so with the Master Chrome 
crease in sales volume over the pre- chart. It hangs on the wall in plain 
vious year to Master Chrome Serv- view of the mechanics who need it 
ice, Cleveland and further, presents a large Mas- 

Master Chrome Service does hard ter Chrome ad to the purchasing 
chroming .for industry in a_ well- agents and operating personnel who 
defined geographical area look at it many times a day 

The gimmick is a decimal equiv- The chart was formulated to solve 
alent chart the new twist is a a difficult selling problem for Mas- 
chart 22x35” that can be read easily ter Chrome. The problem solving 
at a distance of 30 feet. Decimal was so successful as to win the fifth 
equivalent charts are old stuff, but place award for the best documenta- 
in general charts have been in pock- tion of results from industrial ad- 


et sizes. After a mechanic used one vertising in Putman Publishing Co.’s 


oneey spores comean” 


a 


eurmnn overe® 


eeeten / Ot 


annual competition The award 
went to W. R. Fleck, president of 
Master Chrome, and to Malcolm Ad- 
vertising Agency, which handles the 
company’s advertising. The sales 
problem 

Because all pieces and parts have 
to be brought into the Maste 
Chrome plant to be plated to speci- 
fications and then delivered back to 
the customer, the company finds it 
uneconomical to operate in more 
than a 200-mile radius 

Furthermore, since the Master 
Chrome selesmen are selling a serv- 
ice rather than a tangible item, they 
frequently find it difficult to get to 
the key men in the plants they call 
on 

This means that in order to grow, 
Master Chrome must have new cus- 
tomers. How did Master Chrome 
planners tackle the problem? 

First, they decided they had to 
find a way of getting in to the key 


men in some 200 plants in the geo- 








Delivery 


graphical area that never had been 
sold 

Second, it was decided to find a 
means of reactivating some 50 old 
customers that for some reason 01 
other had not been sold in recent 
years 

Third, it was decided to find a 
means of leveling off the peaks and 
valleys of the first six months of 
1950 and to ease off the summer 
slumps experienced in past years. 

Leveling the peaks and valleys 
was tackled first . . by means of 
a straight-selling campaign in the 
Midwest Purchasing Agent, a re- 
gional publication going to more 
than 3,600 purchasing agents in the 
business area 

Two hundred reprints were or- 
dered of each ad, and some of these 
were mailed to a selected mailing 
list while others were delivered by 
salesmen making their calls 

In addition, ads aimed at specific 
types of plants that could use Mas- 
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Results | 


ter Chrome service were run and 
these, too, were used for a selected 
mailing list and for personal deliv- 
ery by salesmen. 

The campaign was successful. By 
1951, Master Chrome had 


succeeded in leveling off the peaks 


February, 


and valleys of the previous year and 
was enjoying a good volume of busi 
ness. 

But the major part of the problem 
still had not been solved .. the com- 
pany had not succeeded in breaking 
into the 200 plants that could mean 
new business, nor in reactivating the 
50 whose business had been lost 

In March, a series of discussions 
around this aspect of the problem 
was started with the sales depart- 
ment and the advertising agency 
The company decided to give away 
some item (if one could be found or 
devised) that was useful in pro- 
duction plants but that wasn’t too 
expensive. The item would be of- 


fered without charge and the 











salesman would deliver it, as a 
means of getting in to see his man 
The item decided on was the decimal 
equivalent chart 

The chart was offered through an 
ad in Midwest Purchasing Agent 
an ad which carried a coupon with 
space to specify the number of 
copies wanted and the name, title 
and company of the person making 
the request 

The ad was run May 17, and by 
July 1 Master Chrome had received 
183 requests for approximately 1,600 
charts 


What is more 


the requests were 


important, 9°, of 
“quality” pur- 
chasing agents, presidents and own 
ers of Companies, partners, general 
managers just the key men the 
company wanted to see 

The requests were handed to the 
salesmen, who delivered the charts 
personally. To insure freshness on 
arrival, the charts were carried in 


No at- 


19§ /s1 


neat, durable mailing tubes 
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Sales or production . . which is best 


background for a top executive? 


Some marketing men have claimed occasionally that industry has too many ‘production 


minded” top executives, who devote most of their time to the product and who slight the 


marketing of the product. To learn what top executives themselves think about the prob 


lem, Industrial Marketing questioned them. 


One aspect of the problem is whether a predominantly production background or a pre 


dominantly selling background is the best training for top management. 


IM asked top 


executives in a broad variety of industries what type of background they considered ideal 


for a top executive in a company such as theirs. The answers were as follows: 





F. Crawford 


® ISN'T IT SAFE to state that no one 
phase of any business operation Is 
more essential to the life of that 


No sale S 


Therefore, it’s hard to 


business than selling? 
no business 
see how a top executive can slight 
elling or marketing. Neglect over 
a period of time usually steers a 
company into troubled financial wa 
ters. So, possibly the only way a 
top executive can slight marketing 

to have a sales associate who sel- 
dom draws a blank as a marketing 
executive 


However, perhaps some of the 


2 /inc tria 


marketing men who make this claim 
of neglect are not too well informed 
on what a general manage! 
dent does these days 

In the final analysis, a company 
stays competitive chiefly by keeping 
its costs in line and its designs 
sound Ideally, S¢ lling prices should 
be based on costs But we all know 
this is not always the case Perhaps 
this means that many top executives 
who would like to give more atten- 
tion to selling are forced today by 
circumstances to direct most of their 
energy towards cost control in man- 
ufacturing, and financial or tax mat- 
ters 

While one can hope that the new 
Washington situation will change all 
this, isn’t it sad, but oh-too-true, 
that a realistically informed tax and 
legal man can almost make more 
money. afte! 


taxes for a company 


during a good day’s work than most 


ement 


1 monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


ind advertis ing problems 


manufacturing or selling executives 
can In a yeal Therefore, top ex- 
ecutives must devote much time to 
long-range financial and tax plan- 
ning. 

It is my own observation that 


these days many top executives 


don't know the true picture of thei 


} 


own product performance in the 


field. Further, many “production 
minded” men tend to dismiss the 
justifiable complaints of marketing 
men concerning product perform- 
ance and marketing obsolescence 
To thi 


minded’ 


extent many a “production 
executive may be pe vved 
finally by his board of directors as 
an inadequate top executive 

These are turbulent times, so gen- 
eral management executives must 
be able to lead, develop and influ- 
ence many people. Marketing ot 
production minded men are equally 
well qualified to assume the burdens 
f dealing with employe or publi 
relations and organization leader- 
ship. In our business we do our 
best to train up-and-coming top ex- 
cutive candidates in all phases of 
yur operations. But, I must admit 
that the candidates who appear most 
likely to have more attributes as 
successful general management ex- 
ecutives are those who had, or 
quickly developed, a hard-headed 
knowledge of costs, and a profound 
respect for the significances of the 
profit and loss statement 

A purely 


leads me to conclude that produc- 


personal observation 


tion and financial men, who deal less 


frequently in intangibles than sales 





or advertising men, tend to carry 
the ball more successfully in highly 
busi- 


competitive manufacturing 


1eSsses 


Ned A. Ochiltree 


® | THINK more real ‘progress has 
been made during the last 20 years 
in production than in sales or dis- 
tribution. At least, in attempting to 
measure cost reduction, or control 
of cost, the scales seem to tip in 
favor of the factory versus the sales 
department. The great production 
problems encountered and solved in 
World War II helped to bring this 
about. 

The emphasis in recent years has 
been on production, at least in hard 
goods. Production has offered more 
of a problem to the top executive 
than selling. Most of us could sell 


more than we could make, and, 
again, the war helped to bring this 
about. Certainly on war contracts 
we had only one customer 

It is my judgment that the em- 
With a 


more nearly normal supply and de- 


phasis is shifting to sales. 


mand relation, the sales department 
will have to go back to work, and 
the top executive, as usual, will 
have to lead the way. 

Now, as to whether a production 
background or a_ predominantly 
selling background is the best train- 


f 


ing for a top executive that, of 
course, depends upon the business, 
the economic other 
variables, but, in general, my judg- 


ment is that a real understanding of 


climate, and 


merchandising is likely to be more 
valuable to the average top execu- 
tive than any detailed knowledge of 
production methods 
Production is now pretty well 
specialized; certainly its several 
problems of procurement, materials 
handling, mechanical, electrical and 
industrial engineering, personnel, 
etc., are usually under the super- 
vision of specialists. The top ex- 
ecutive can, I believe, more readily 


find trained men for these opera- 


tions than he can experienced peo- 
ple who know the problems en- 
countered in merchandising and 
selling which, more often than not, 
are peculiar to his particular busi 
ness. 

Moreover, the salesman executive 
is usually more flexible in his ap 
proach to labor relations and other 
broad aspects of production prob 
iems 

I lean to the selling background 
as the best preparation for a top 
spot in industry 

However, in considering candi 
dates for such jobs, the fundamen- 
tals of character and ability would 
weigh more heavily with me than 
background experience. A man has 
to be 
and most certainly in the eyes of 


‘a right guy’ within himself 


vorkers, whether he has 
Unfor- 


tunately, the selling experience, at 


his fellow 
the right experience or not 


least on the way up, is not always 
the best training ground for chat 


acter building 


George Spatta 


® autmost all of my working life 
has been spent in the field of pro 
duction. I might be expected, there 
fore, to say without much, if any, 
equivocation that a production man 
is the ideal man to head an indus 
trial organization 

That, however, I do not believe 
Nor do I believe that any one field 

or background necessarily 
qualifies a man for the role of “top 
executive.” 

A man so engrossed in the prob- 
lems and complexities of any one 
field that he cannot see, grasp, eval- 
uate properly and exploit the im- 
portance of other fields, can hardly 
approach maximum success in the 
position of “top executive.” The 
production man who fails to recog- 
nize the importance of merchandis- 
ing who fails to realize that a 
product is a dead loss to its producer 


until it is sold isn't likely to last 


very long with an astute board of 


directors. By the same token, the 
merchandising wizard who fails as 
a top executive to correlate and in 
tegrate sales and production plan- 
ning, soon wili find himself with too 
much or too little to sell 

I am convinced that there is no 
one spawning ground for good top 
executives any more than there is 
just one institute of learning capable 
of turning out top-notch scholars 
As a man with his roots deep in the 
soil of production, I am quick to 
deny that the building alone of a 
better mousetrap, a better housing 
axle, or transmission, or a_ better 
piece of materials handling equip 
ment, will bring the world beating 
a path to one’s door. The product 
must be engineered, perfected, pro 
duced, advertised, promoted and 
sold, and an imbalance of any of 
the values involved may well im 
pair achievement of the profit po 
tential 

I would not presume to label one 
background or another as furnish 


ing the most, or the best, top ex 
Good top executives come 
different 


and background is as important as 


ecutives 
from man background 
one makes it If it is allowed to 
own’ the man, then it becomes a 
handicap because it entangles, en 
meshes and retards If the man 
“owns” the backyround, i.e., if he 
uses it as a mental springboard 
as a takeoll to wider and more com 
prehensive horizons it is an im 
portant benefit 

My conclusion, then, is that back- 
ground alone is not an infallible in 


Were 


I selecting a man for a top execu 


dex to a good top executive 


tive post, I would consider person 
ality, executive ability, leadership 
qualities, open-mindedness, business 
acumen and adeptness with peopl 
product 


factors as important as 


knowledge and background 


I. M. Frank 


® IT IS IMPOSSIBLE to generalize a: 
to the best background for a top ex- 
Everything 


ecutive depends 





ich Upeor i man 1 Dac 
ound may impo! 
fant 

It so happens in our company 
three top executive all have a sale 
background One of them is pres} 
dent and yveneral manager, one 
vice-president in charge of produc- 
one ! 


tion and engineering and 


vice-president and general — sales 
manager. It would 
that in our company we would favor 
the sales background, but I believe 


again, that is more or less accidental 


and it is a question of men 

In these days of mighty competi- 
tion in all manufacturing lines, we 
believe that the top management 
of a company like ours must most 
certainly be sales minded, because 
you cannot exist without sales, but 
they must also just as surely be 
production and cost and inventory 
minded, because you cannot make 
without that thinking 


that I have 


profit 
Iam afraid, therefore 


to vote on the fence 


J. P. Stewart 


® IN MY JUDGMENT the chief execu 
tive of a manulacturing organization 
hould — be well-rounded in all 
including 


phases of the business, 


selling production, finance, engi 


neering, and pers mnel relation: 


rather than have a predominantly 
production or selling background 
In our own capital goods business 
with highly engineered products, for 
instance, we consider it) necessary 
that our principal executives be first 
of all engineers, at least by educa 
tion. Their particular functional re 
sponsibility is superimposed on an 
engineering background 


of course, a pumber of 


There are, 
wavs for the younger executive to 
achieve the well-rounded training 
essential to general management 
Many large companies conduct for- 
mal programs for developing man- 
agerial talent. In the smaller and 
however, 


medium size company, 


such a program cannot always be 


seem, therefore, 


ans that the 
lidate top Management mus 
up througn one 
and acquire 
other phases as he 
along ie the re pon ibility 
management to develop 


ol top 


younger men whether through 


formal program or otherwise 

The aspirant to general manage- 
ment can find many opportunities to 
increase his knowledge of activities 
sutside of his own department by 
using initiative being alert to the 
activities around him, and studying 
on his own time 

The chief executives of many suc- 
cessful companies in the machinery 
business do have a sales background 
invariably it will be 
found that these 


but, almost 
individuals have a 
thorough Prasp ol the othe impor- 
tant functions of the business by the 
time they are ready for the top posi- 


tion 


Chas. J. Stilwell 


® If WOULD PROBABLY be trite fot 
me to say that the ideal background 
in training for a chief executive in 
our shop would be a grounding in 
both production and selling. In the 
capital goods field we find plenty ol 
problems to be solved in both these 
areas, and there are plenty of ex- 
amples of chief executives who have 
had such a varied background of 
experience 

In today’s machinery industry, it 
is easily possible for a company to 
become a captive Its engineers 
and production men unless the chief 
executive possesses sufficient bal- 
ance between production and the 
sales problem. In days gone by, it 
was frequently proclaimed, “A 
product well made is half sold.” The 
development of the mechanical arts 
in our country has long since proved 
the old slogan a fallacious one 

Right after the war when we wert 
hunting additional productive hours 
for our shop, we came to the reali- 
zation that we could build a good 


many products: but the constant 


presented itself to us 
While I realize 


traps oO} 


e sell them” 
build 


vheel barrows, I am quite sure we 


ve could mouse 
ouldnt sell them as we can ma- 
chine tools It isn't important that 
alone’ should 


the chief executive 


possess a thinking balance between 
production possibility and the abil- 
ity to market a_ product it is 
important that the same 
shall be 


the organizational line. 


equally 
balance reflected all down 
Frequently our ads carry the line 
Warner & Swasey sells one thing 
Selling 


with us has long since ceased to be 


increased production , 


a commercial transaction; increas- 


ingly it becomes an engineering 


project. We are not so much con- 


cerned with just selling machine 


tools Instead we are selling im- 
proved earnings, greater profits for 
the metal working companies which 
we serve 


While I may 


greatest emphasis for a chief execu- 


seem to place the 


tive in our industry on a predom- 
inantly sales background, I am sure 
you will agree that when selling 
becomes the solution of our cus- 


tomers’ production problems, _ it 
automatically becomes necessary fo 
the chief executive in the durable 
voods field to have had a thorough 
grounding in both the shop and the 


sales dep irtment 


G. H. Johnson 


® 1 po Not believe that the claim ot 
some marketing men that too many 
top executives are “production 
minded” is justified 

In my contacts with many busi- 
ness executives, I find that most of 
them are very keenly “sales minded.” 
Of course, attention must be almost 
equally divided between these two 
very important parts of business 
After all, a market for one’s prod- 
ucts is necessary or all concentra- 
tion on production is of little value 

I am inclined to believe that a 


solid production background is very 





Covers 100% of the 175 private yards now 
building new commercial or naval vessels 
and every one of the naval shipyards. In- 
cludes 79% of all the 875 yards, active and 
inactive, listed in the Marine Directory. 


Covers 100% of the 806 ship operators which 
operate commercial vessels of 100 tons or 
more. Includes 75% of all the 1,727 ship op- 
erators — active and inactive — listed in the 
Marine Directory. 


Largest coverage of chief engineers aboard 
ship of any marine publication. 


Largest coverage of naval architects, both in- 
dependent and in shipyards, of any marine 
publication. 


MARINE ENGINEERING Covers EVERY 
Important Ship Operator; EVERY Active Yard 


No important company which is a source of 
marine business is missing from Marine En- 
gineering’s coverage ... based on a RISING paid 
audited circulation, plus selected coverage of 
non-subscribers as part of a paid circulation 
development program. 


Its effective circulation is combined with a bal- 
anced publishing program to give advertisers not 
just ‘‘numbers”’ but unsurpassed selling power 

. . editorial leadership . . . reader acceptance 
... and advertising dominance. 


Check the important yardsticks of Marine Engi- 
neering’s leadership in the adjacent column. 
Write for the detailed story contained in our 
newly revised booklet “Selling the Greatest 
Peacetime Marine Market” which also tabulates 
current merchant and naval shipbuilding, yard 
by yard. 


. EDITORIAL LEADERSHIP: Marine Engineering 


is the marine business paper of engineering 
authority . . . the marine publication the in- 
dustry relies on for accurate and detailed in- 
formation on ship design, ship operation, 
shipbuilding and ship repair. 


. MARKET COVERAGE: It reaches shore person- 


nel—technical staffs or executive departments 
—of every important ship operator. It reaches 
every active shipyard; plus more chief en- 
gineers aboard ship and more naval architects 
(see panel above) than any other marine 
business paper. 


. READER ACCEPTANCE: Greatest in its fleld as 


shown by percentage of subscription renewals. 


. ADVERTISING DOMINANCE: 64% ahead of 


its field in number of advertising pages . . . 
54% of its advertisers are EXCLUSIVELY in 
Marine Engineering. 


marin@ ENGINEERING 


a simmons-boardman publication 
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James G. Osmond 


® IN MY OPINION there is no either 
or answer to the question of wheth 
er a top executive should have pri 
marily a production or sales back 
ground It a case of the old im 
ponderable which comes first, the 
chicken or the egz? 

A vreat deal de pe nds on the ty pe 
of company, its size, marketing pi 
ture, and the personality make-up 
of its management team. For ex 
imple, where the product or service 
is highly 


tion poses difficult operating prob 


technical, or the produc 
lems, then the organization may re 
quire a production-minded — presi 


dent On the other hand, where 


competition is intense and produc 
tion of relatively lesser importance 
the need is obviously for an execu 
tive who knows how to merchandis« 

The administration of any com- 
pany, however it may be organized 
reflects to a large extent the abil 
ities and femperaments of the men 
who manage it) The general course 
is determined by the policies which 
have been developed over a period 
of vears as the result of the com 
pany'’s particular problems — and 
needs, but the chief executive 
the emphasis and pace If he ha 
outstanding ability in one or two 
functions, it is necessary for him to 
elect and train associates who car 
handle exnvertly the other major r 
sponsibilitie 

Ot course the ideal is to have 
‘halanced” 
votes equal effort and know-how to 


I believe 


management Is) in 


chief executive who de 
both production and sales 


that American 


danger of becoming super-special 


56/1 lustrial 


How 1953 looks 


By Gene Wedcereit 


oe GOop' 

1953) look 

moaern way tft tate 

say that busine conditions pres- 

ently appear to be mot atistactory 
| 

trend con- 


than average and if the 


tinue there is apparently littl 


doubt but what we can look ahead 
to an improved year over those of 
the past Safe ind solid but not 
for me 

During the past several month 


it has been my good fortune to be 
in contact with important busines 
leaders representing basic indu 
tru durablk 


the \ invariably 


good and while 
thei head 


problem: allocations 


shake 
about labor 
price wars, foreign competition and 
the inevitable tax situation, they 
prove by that very action that the 
are aware of these busines bovi 


Then, with 


tion, they talk 


nod in the other direc 


about expansion 


Improvement, deve lop- 


products, new markets 
To me, those are sigas that point 
toward progress, smoke signals that 


blow in the right direction, and 


vhen they are supported by care- 
fully prepared, mathematically ac- 
curate, scientifically organized sta- 

proving beyond the shadow 
of a doubt that petroleum, chemical 


general construction and in- 


powe! 
dustrial development will be big- 
ger than ever in 1953 how can 
you but lift your sights and shoot 
at the moon 


Ne army 


nome live 


Pewee Valley, Kentucky 
a negro so old he seems 
to have grown from the ground. He 
says the signs point to a long and 


What signs? Why the 


fuzzy caterpillar has a double thick 


hard wintet 


coat and the corn husks are extra 
tight on the ears. It takes experi 

» to recognize the signs for what 
they are and the men whose exper! 
ence makes them experts in indus- 


ny 


try are most optimistic for 1953 


That's good enough for me 





ized, and that tomorrow there will 


be too few with sufficiently broad 
experience and background to ful 


fill the 


managers hip 


requirements of general 
Therefore in’ my 
opinion it is vital to build, through 
job rotation and other learning pro 
management 


grams, a balanced 


R. B. Heppenstall 


s < DOUBT in Mm 
manavement 


researcen 


shocl { have 


made showing the small percentage 


of the research dollar which has 


been allocated to marketing and 


distribution. Distribution costs have 


increased tremendously in the last 


ten years. An examination of thess 
costs clearly indicates that research 
in this field is an absolute must 

It is encouraging to note that 
many industrial companies are ap- 
propriating funds to determine the 
most efficient method of getting the 
finished product to the 
Here in Pittsburgh, the 


formed Carnegie Institute of Tech- 


COnHSUMeE! 


newly 


nology’s Graduate School in Indus- 
trial Management has several proj- 
These 


range programs which can 


ects of this nature under way 
are long 
benefit all industrial management 
Your question covering the best 
background for a top executive has 
no specific answer in my judgment 
The qualifice ! for a first-class 
administrator may become evident 
whose formal education 
est amine may direct 
into the production 
finance, engineering, sales, or law 


These 


can be made 


qualities, once demonstrated 
applicable In broade1 


fields with proper conditioning 





These urgent 
needs create a 


HUGE 50 Billion Dollars for Highway Construction 
MARKET 6 Billion Dollars worth of Construction Equipment 


for your America’s continuing development demands more and better roads and high- 
d ways——50 billion dollars in the next 10 years is needed just to replace high- 
products ways that are wearing out. Here is a huge market of great stability, supported 
by taxation and not subject to public caprice or industrial ups and downs. Two 
great publications give you complete coverage of all factors who infivence the 

buying of supplies and equipment. 


Is Your Equipment 
in this List? | 
Here is the type of equipment and |} ROADS AND STREETS’ controlled circulation fits the field 
supplies bought by contractors, en |] precisely—industrially, occupationally and geographically. It 
gineers and highways officials for ‘|| reaches the two groups that comprise the purchasing power: 
the construction and maintenance je Reeds end Streets (1) The highway-heavy contractors who build the roads, 
of America's highways and roads . ii . . : 
this month! ||| streets, bridges, etc., and buy the machinery, equipment, 
Air Compressors * Air Tools — sa ||] materials and supplies needed. (2) The government agencies 
= = ii —federal, state, county and city officials and engineers who 


Complete Coverage of the Highway-Heavy Field 


Asphalt Plants * Bituminous Repair | bes : ‘ : 
i | | maintain those structures and buy the supplies and equipment 
Units * Cement * Cranes and TIMKEN needed. ROADS AND STREETS has a total circulation of over 


rene mt Om 


Draglines * Crushers © Distributors 30,000 of which more than 94% represents effective buying 





power 








Engines (Power Units) 








Fuels * Graders + Crushing Plants 
Hoppers * Jacks © Loaders 


Lubricants * Mixers + Mowers \) Complete Coverage of the Rural Road Field 
Paint * Pumps * Rubber Hese 





|] The readers of COUNTY AND TOWNSHIP ROADS control 
Road Oil » Rollers * Scarifiers 2,990,000 miles of America’s rural roads—County Commis 
Scrapers © Seal Coats sioners, Township Committeemen, Supervisors and Engineers 
of townships representing a total equipment investment of 
over 11% billion dollars. COUNTY AND TOWNSHIP ROADS 
Spreaders * Steel Bar and Mesh Bs. te | reaches these buyers at the precise point of equipment selec 
Tires © Tractors and Trailers ; tion needed for maintenance of this vast network of rural 
Trucks © Vibrators © Welding hag Be roads. No other magazine duplicates this coverage. With a 

~—§| = total circulation of over 31,000, COUNTY AND TOWNSHIP 
Apparatus * Wire Rope * and many an { See - —| ROADS covers every important buying factor in the Rural 
Road field 








Shovels (power) © Snowplows 








more products 


ROADS AND STREETS - COUNTY and TOWNSHIP ROADS 
PseND FOR THESE INFORMATIVE FOLDERS, | 


Gillette Publishing Company 
22 West Maple St., Chicago 10, Ill. 





America Moves Over Roads and 
Streets''— a 32-page file-size fold 
er that gives you the complete 
market and publication § picture 
wit h n ’ 
—— ee cc at Please send me the folders | have checked below 
your product in this market 
‘‘America Moves Over Roads and Streets” 


“Don't Overlook the Rural Road Market” 


Market — It's Bigger Than You 
Think''—a 4 page file-size folder 

complete information on this 
market and the publication, and 
how you can sell the field effec 
tively and economically 


Firm 


Street 


City 


I 
{ 
L] 
4 
i 
i] 
t 
| 
Don't Overlook the Rural Road ONT OVERLOON THE i i Name 
I 
I 
I 
| 
| 





Which ad 
attracted 


more readers? 








Are Action Photos Infallible? 


® THESE TWO ADS in two colors for 
wire rope both used good action 
photographs. One was for Amer- 
ican Cable division, American Chain 
& Cable Co., Wilkes-Barre, Pa., and 
the other was for John A. Roebling’ 
Sons Co., Trenton, N.J 

Although both used about the 
same amount of copy and both used 
good action photos, one ad attracted 
twice as many casual readers and 
nearly five times as many thorough 
readers. Which ad attracted more 
readers? Why’? See page 70 


acco 


product 


a Mee Ltt ee 


TRU-LAY Preformed WIRE ROPE 


AMERICAN CABLE DIVISION 
AMERICAN CHAIN & CABLE 


This is the most 
economical rope 
we've ever made 
for excavating 
and construction 








_ even more useful to its readers 
” ven more valuable to its advertisers 





4 
etd « ond bikie St< 
of Moto, vi 
VS te 70% ot 
i peeattcind 


REGiSTRATIC 


passers 08S «Dae 
Gis m USE BY MAKES. STA, NCU: 
TEEELLLL EE EES EET Ee SECTION 





TAUCK In ey BY + SA, 


_ 


a it Ti 
AVIATION SECTION 





sae sreQcity 8 ES Se 
uEE= SECTIONALIZED im 1 lei rr hy 


tb as 1 hit Ws wi Wit 
maeeey Statistics for Sa il 
Be th 





AVIATION DATA ——= 


cx eee s\, STONE ENGINE 
tegies ctl > +g we SECTION 


irarete ant Rica 





[a a 


a 


4 ja wl Po) ee s : aii ! 
j bry! Ene Pi idipoeee ty |, Hy) k! 
~ i BiSHE titi PaRMEEES eee Tl STO 99 TEe 


<n 3 ETE TY 





! 
H 





t peanectien MATERIALS. AND 
MANAGEMENT SECTION 


DIESEL LENGINES 
is ” r= gs ur 
ae H 
eee 
DUCTION & 


es inDusTRIAL PRO 





... the SECTIONALIZED 
35th Annual Statistical Issue 
of AUTOMOTIVE INDUSTRIES 
to be published March 15th 


The popular A. |. Annual Statistical Issue, published 
consecutively since 1919, is now of even greater 
importance to its readers and advertisers alike, be- 
cause its 130 pages of vital statistical data are 
SECTIONALIZED into four main classifications. 
Readers acclaim this new format, as indicated by a 
study made after the 34th Statistical Issue was 
mailed. Out of 859 replies to a detailed question- 
naire*, 783 or 91.3°/, indicated they found the new 
sectionalized format easier to use for reference! And, 
in the same study... 


Nowhere else can automotive and aviation design, 
production and administrative executives obtain such 
complete, authentic data relating to their work. 
That's because it is their ONLY reference handbook 
providing them with authoritative specifications of 
cars, trucks, buses, tractors, aircraft, engines; plus 
production, registration and sales totals; and other 
vital information. It's small wonder that .. . 


The 35th Annual Statistical Issue is the most valuable 
advertising investment in the automotive and avia- 
tion manufacturing field. It penetrates this $21.3 
billion industrial market . . . reaches and influences 
14,508 manufacturing executives who comprise the 
buying power of 3,249 automotive and aviation com- 
panies ... at regular space rates. 


Closing dates for complete plates—February 25; for 
the four special sections—February |1!. Ten days 
earlier for composition and proofs. Make your space 


reservation NOW. 


JOvOOoOvIW 


® i In ; : Su bit | | | J NB P 


CHESTNUT AND 56TH STS. ru) PHILADELPHIA 39, PENNA 


*2000 questionnaires were mailed to subscribers at random. 


THE NEWS MAGAZINE OF AUTOMOTIVE AND AVIATION MANUFACTURING 








MACHINERY gets in—where 
subscription salesmen can't. 

















We checked 1204 leading 
metalworking plants. 83% 








close their plants and shops 




















to subscription salesmen. 











But MACHINERY gets a per- 


sonal copy in the hands of 


important buying factors im- 





mediately by means of our 
Directed Distribution Plan. 











THAT MEANS YOUR ADVERTIS- 
ING GETS IN, TOO! 








MACHINERY 


Gives You Both 


DIRECTED DISTRIBUTION to fill the gaps 


We run an extensive, continual census of all executives request renewal and we check 
metalworking. With it, we know where the them every six months! 

important purchasing power Is. Each official who reads MACHINERY under 
our Directed Distribution Plan has to be a 


When we find a man with authority who's 
positive addition to the buying power offered 


not already subscribing to MACHINERY, he 
gets it immediately. Filling the occasional 
gaps in your advertising coverage in this way 
is more positive than depending on the re 
ceipt of voluntary subscriptions from these 


to our advertisers 
We do not use Directed Distribution as a 
means of obtaining paid subscriptions. Some 
of the most important men in the field have 
5 es been receiving Directed copies for years, 
inaccessibles. Approximately 20°: of MACHINERY’S total 
Once reading MACHINERY, 95.4‘< of these circulation is Directed. 


PAID CIRCULATION earned and kept 
by topflight editorial 


80° of MACHINERY '’S circulation is paid, and attracts readership of the highest calibre. 
our best circulation man is our Editor. And here’s the best of MACHINERY’S ABC 

The value of editorial is the only reason story. Our salesmen concentrate on people 
anyone reads a magazine... whether he pays who can do you the most good. No club, no 
for it or not. Accurate technical information, bulk subscriptions, no free premiums. It’s the 
which both engineering and manufacturing kind of quality circulation which gives you 
executives use daily in their work, naturally low cost per page... per sale 


MACHINERY 


Published by The Industrial Press 
[ECA 148 Lafayette St., New ss 13, N.Y. 


METALWORKING’S MONTHLY MAGAZINE OF ENGINEERING and PRODUCTION 


————<——ol 











SANDS . Estimates for "Fsetablienment 
iistments, or renovation of idle establis 


were obtained for the first time 


INDUSTRIES, TOTAL... 


and kindred products6,.... 


ManusSActureB....coesss 
Textile mill products....... 


Apparel and related products 
Lamber and products 


furniture 


Furniture fixtures.... 


Paper ar PrOducts...ee 


hing 


Rubber pro 
Leather and leather products,. 


Stone, clay, and glass 
PPOOUCCEssecccoess 


eeeeee . , ( 753 4a, 7K 


Primary metal industries.... 856, 840 |1 


Fabricated metal 
Machinery (except 


trical machinery...... 


Transportation equipment,. 


Instrument and related 


manufacture 


*The percentage tandara error: shown 


mppling fl 


anva totals, because of 
percentage shown: 
the percentage 


new pl 
ondents ») the annual survey 
t ¢ i estimate 


ing variation for the ut 





Manufacturers’ Expenditures for new plant and equipment, by major industry groups: 


1951 


luring 1951 for new 
Data for establiahments 
io not include such 


Standard error 
f estimate 
percent ) 


-olumns? 


211 1469) 
92,788} 2| 
} 


743) 3 


4) 2 

10} 7} 7}10 

i lee Ss Dee ee 

between the estimates and 
le by less than: 


ymparable com- 


the "large companies (i.e., approximately 
the Annual Survey sample which appeared on 
itures by all other companies as determined 
ro,except in four (4) major industry groups - 
these groups, as well as in the "all indus- 
is as follows: 








Advance Report. . 


1953 industrial outlook bright 
.. new plant spending strong 


By Stanley E. Cohen 


® 1953 seems sure to be a yea supposed to be a year of big change 


change with a middle-of-the-road Republi- 
In government, of 


62 /' just 


course can administration replacing Harry 


S. Truman's 


Fair Deal 
It is likely to be a year olf change 


in the business world, too, for 


barring a shift in plans the de- 


fense program will reach its peak 


and some programs will begin ta- 


pering of] 


Economists and 


Statisticlans are 


not entirely sure of what is ahead 


Preponderantly, they see signs of 


strength well into the year 
They 


ire optimistic, but their op- 





PETROLEUM 


REFINER 


=: 


The Fabheation 





that goes where 
the buyers are! 


Put your product story in the hands 
of the men who CAN buy. 
Petroleum Refiner’s 10,000 paid 
subscribers are key men in com- 





panies responsible for more than 
98% of all refining operations. And 
over 30% of Petroleum Refiner’s 


readers can not be reached through 


Live publications grow with the industry. Petroleum 
Refiner paid circulation shows a 46% gain in the 


past six years. 
any other oil paper! 


More men in the refining industry pay to read Petroleum 
Refiner than any other oil paper, because of its editorial excel- 
lence. This high readership assures best coverage of this billion- 


dollar-a-year refining industry market. 


SEND NOW FOR... you personal copy of the 
informative new Petroleum Refiner Market 
Data Book for 1953 


She Would Largest WANDS Sib lishers 
GULF PUBLISHING COMPANY 


OFFICES: @ Houston (6 3301 Buffalo Drive, LY-4301 @ New York (1 250 Park 
Avenue, El Dorado 5-4012 @ Chicaec 4), 332 S. Michigan Avenue, Wabash 2-934) 
@ Cleveland (10), 1010) Euclid Avenue, Main 1-2550 @ Tulsa (3 Hunt Building 
35-1844 @ Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 1219 





USE THIS PUBLICATION 
TO SELL THE INDUSTRIAL 
SOUTH AND SOUTHWEST 


Blouse factory. Qn a 700U acre site near 
Decatur, Alabama. the Chemstrand Corporation 
produces Acrilan the miracle fiber which 
brings America a whole new array of luxury 


look fabries and fashions 

Plant capacity is 30 million pounds of staple 
fiber annually. Operation was beeun in }O52 
Phe synthetics fiber industry is almost exclu 
ively Southern Already it has grown to fabu 
OuUsS Proportions Production exceeds one bil 
lion dollars vearly Plant investments are. of 
ahowut thre ithe amount and boaddnes 
pour in 

This headlone development of the 


only one tacet of the boomu 


vou who supply industry. rich sales rewards 
abound, 

SOLTHERN POWER AND INDUSTRY is 
edited expressly for this fresh-thinking. free 
pending industrial market, lt puts advertising 
in touch with millions of dollars of Southern and 
Southwestern buying power unreached by na- 
tional power and industrial journals. Get the 
facts. You will want to schedule extra space for 


SPI 
Southern Power and Indastry 


800 Peachtree St.. N. I filanta 5, Georgia 





timism 1s tempered with Wwarn- 
ing that it may be a bit harder to 
sell in 1953, particularly toward the 
end of the yeal 


Louis J 


rector of the Commerce 


Paradiso, assistant di- 
Depart- 
ment’s Office of Business Economics 
and one of the more reliable fore- 
casters .. says “general business ac- 
tivity is likely to continue at a mod- 
erately rising rate in 1993 with con- 
tinued strength in over-all produc- 
tion, sales, employment and profits 
But he cautions: “This does not 
mean that all economic groups will 
necessarily participate in the general 


prosperity but rather, as in the past 


two years, the trends will be mixed 


amone the sectors of the economy 
The past yeal turned out to be one 
of remarkable stability. Business ac- 
tivity was at a high and even rate, 
with total physical output up 2 
from 195] 
modest declines at wholesale Ci- 


Prices were steady, with 


Vilian employment averaged better 
then 61,000,000 


It was the veal when the big 
indusirial expansion program began 
to pay oll New aluminum and steel 
plants came into production. Bs 
the year’s end, allocation control 
over basic metals appe ied to be in 
its final months 

One of the reasons the 1953 out- 
jook is so confusing is that the mar- 
kets in basic metals have been de- 
lying forecasts 

In recent months, the hysteria 
which gripped industrial markets in 
the first year of the Korean fighting 


Markets are or 


di rly i ntories are ge nerally in 


has di sa > pear d 


fair condition 

Thanks to a number of circum- 
stances some of them completely 
unpredictable the steel industry 
has rapidly worked itself out from 


under the backlog of orders piled 
up during the siris Mills antici- 
pate capacit operation through 
mid-year. But there is a little un- 
ess about sub quent periods 
According to forecasts. aluminum 
was to have been in ample supply 
by early 1953. Unanticipated powe 
shortages completely upset produc- 


Moreover. the 
continued — te 


tion plans demand 
lor aluminum has 
mount, and a third round of alumi 
num expansion has been scheduled 


for 1953 


M: Paradiso 
props to support 1953 prosperit 
Here's a report of the factors 
considers significant 

Defense spending some defense 
programs are being ephased 
re-examined and “stretched out” 
so it is not possible to know exactly 
what the national security sp nding 


t 


programs will mean in 1953. In all 
probability, however, over-all de 
fense spendit g is likely to continue 
to mount until some time in. the 
second half, then level off for a con 
siderable time Even without ad 
ditional appropriations and there 
will inevitably be substantial ap 
propriations in 1953 there are 
about $70 billion of hard goods to 
be delivered Ol orde red 
totel defense expenditures in 
are certain to be considerably great- 
er than in 1952 

State and local government the \ 
have been averaging about $2 billion 
annually in the postwar period fo: 
public works, such as schools, high 
ways, waterworks and sewage sys- 
tems. As more basic materials, such 
as steel and other metals become 
available for the civilian economy, 
additional programs of this type will 
be undertaken. The 1953. increas« 
however, will be limited by financ 
ing and time factors involved in 
getting programs underway 

Expenditure s for plant and equip 
ment For 1952 as a whole, non- 


1] 
companies Wil 


farm American 
spend $27 billion for new plant and 
equipment, compared with $26 bil 
lion in 1951. A survey by McGraw 
Hill indicates that business men in 
tend to spend lor new plant and 
equipment in 1953 tal only a 
little below the record amount spent 
in 1952 

The expanding sectors contin 
be in) electric power and defei 
related) industrie vhose program 
may not have been far advanced in 
1952. Commercial companie hicl 
could not expand during the past 
two years, are scheduling increase 
in 1953 

Unfilled Orde 
Durable good 


ders equivalent to about 


ld by Bi 


of sales, a rate which has bee: 
tually the ame all yea Thi re 
is unusually high when compat 


to prior postWar peri 


ample in 1948 


ployment, unfilled orders for these 
industries averaged a little more 
than three months’ sales and just 
before Korea they averaged a little 
more than two months’ sales 
While it is true that no positive 
conclusions with regard to near 
term prospects can be reached from 
an analysis of such orders, since 
inder unfavorable conditions they 
cun quickly di appear, 


in the 


nevertheless, 


current economn climate 
their relatively high volume points 
to a favorable outlook in the short 
run for this 


important sector ol 


business,” Mr. Paradiso says 

He finds inventories in good bal- 
ance, and consumer expenditures 
recovered from the slump that fol 
lowed the 1950-51 buying spree 

So he concludes 

(1) a continuation of good busi 
ness in both consumer and indus 
trial markets with a resulting fa 
vorable demand for labor: 


(2) with new capacity being 
built in many lines, supplies will be 
greater and should restrain” rising 
price tendencies, but labor costs are 
still increasing with the rising trend 
of wage rates.” 

The past two years have dem 
onstrated that adverse currents flow 
in the business 


structure, even 


though total output is expanding 
Shifts in demand occurred in many 
consumer goods lines and in some 
demand and 


capital equipment 


these had differential effects on 


profits We can expect similar in- 
dividual shifts in. the period ahead 
The character and impact of 
these shifts will have an important 
bearing on the direction of business 
activity during the latter part of next 
year since, on the basis of present 
program the economy will no 
longer have the support of the ri 
ft busine expenditure 
recognized that 
activit 
mall 
actor Can 
total activity one 
evidence 


pon 


1953 bi 





mil 
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paper editing begins with front covers 


that invite’ readers inside 


Hy 





Sf3Zzh 


West Europe Bids To 
Shift Trade Pattern 


in 1953 ’ 
r 


52 newsworthy front cover 
each year, stimulate reader 
traffi give STEEL: 
advertisers more contacts 


per dollar 


STEEL 
PENTON BUILDING 
CLEVELAND 13, OHIO 








WHO PAYS FOR ADVERTISING? * 


WELL who does pay for advertising? You firms found they couldn't compete and went 
think you pay for your advertising — but do out of business. 
you? Herve ts a solution to the ever recurring 


Now, who paid for the advertising ? 
question put in fictional form. 


It couldn't be the manufacturer—he increased 
In a certain territory there were three manu profits and cut costs 


facturers of Mouse traps, none of them adver 
tising. The traps cost 15¢ to manufacture It couldn't be the dealer—he did likewise. 
Competiuon set the price at 20¢ to the dealer It wasn’t the consumer — he bought the traps 
who sold them for 30¢. One day one manufac- for less 
turer decided to advertise and he ke pt moup TI : 
answer lies in a combination of two things. 
for a year before appreciable results began to Vin : 
show. The first year hiy Competitors laughed at 
him. During the second year trap sales grew to 
a point where he had to increase production 
Brand name was becoming established. He was Phat somebody has to pay for advertising is a 
able to install new machinery and cut produc- hard, cold fact, yvetitis one of the most mis- 
tion costs to 9¢ per trap and the dealer cut leading facts in business. Advertising ts a factor 


two manufacturers who didn't advertise 


paid for a and economies made possible by 


mcreased production paid for it! 


his price from 30¢ to 25¢. Manufacturing pro in distribuaion and is paid for through the 
fits wentup to 50% from 33'.% and the dealer increase in) distribution and the savings the 
made 6623% instead of 50% The other two increase Makes possible. 


One other thing — It takes the right experience 
and practical ability to do an effective job with 
industrial advertising. Russell T. Gray, Inc, 


with over thirty years expertence can help you 


ff 
RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 
Telephone CEntral 6-7750 


* 
ADVERTISING TO BUSINESS. INDUSTRY AND AGRICULTURE SINCE 1917 




















employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Management note: how to keep 


employes politically informed 


® IT IS Nor too late in the year to 
record a resolution, just in case this 
one was missed 

3e it resolved, then, that people 
in the field of employe communica- 
tion, who participated in the Battle 
of the White House, keep an eye on 
the political consciousness of em- 
ployes from here on in. And let 
them do everything they can pos- 
sibly do to encourage employe par- 
ticipation in local civic affairs 

The back-slapping among the get- 


out-the-vote contingent is now 


pretty well over, and people have 


settled down to the sobering respon- 
sibilities to be shared with a new 


President and a new Congress. Citi- 


zens never felt their civic duty more 


keenly, and may the prod continue 


Just what can a person in com- 


munication do about keeping alive 


the spark of employe consciousness? 
What message can the editor of 
company journal for employes, or 


the compiler of a management 


newsletter do to maintain employe 


interest and enthusiasm? 


Industry’s relations with 
Employes/Stockholders 
Distributors/ Suppliers 


Neighbors 





Probably a good, if not classic, 
example of communications at work 
in a noble cause is to be found in a 
special issue of the employe maga- 
zine of International Harvester Co., 
published at 180 N. Michigan Ave., 
Chicago. 

The publication is called “Today” 
and its message is directed to all 
company employes at all locations 
In this particular issue, a simple but 
forceful tribute is paid to all people 

whether they’re Harvester people 
or not who give their time and 
talents to good local government 

This article, called “The Painful 
is the story of the quiet 
village of Westmont and its 4,000 


people, who live in what they de- 


Process,” 


scribe as a community of “working 
people” 25 miles west of Chicago 
The key figure is a Harvester em- 
ploye with 28 years’ service named 
George Pukis George Pukis is a 
process engineer at Harvester’s Mc- 
Cormick works He Is also presi- 
dent of Westmont’s board of trus- 
tees. The article is about him and 
about his associates in self-govern- 
ment 

This is a democratic board of 
trustees, as is evidenced by the men 
who serve on it an accountant, 
an electrotyper, a mechanic, a lathe 
dperator, and two other engineers 
They are currently absorbed with 
the problem of arranging for the 
building of a new village hall. The 
regular and special meetings take 
time, and the new hall is only one of 


their problems 


Civic Conference . . The story is 
unfolded pictorially, with capsuled 
comments from various members of 
the board. The local newspaper edi- 
tor wants to know if there will be 
any decision made at that particular 
meeting as to when construction 
will start. The village clerk straight- 


— 1953 /68 





pecialized Editorial Services 





NeW cover designs 
heW names 


dramatize specialization 
of these railway papers 


Effective with the January 1953 issues, 
two of the Simmons-Boardman railway 
publications have had their names 
modernized, to more explicitly define 
the branches of the field they serve; 
and three have had their front covers 
redesigned 


To sell most effectively to the broad field of railroading, use 
these publications to contact the railroad top management 
and the key men within the departments concerned. 
Simmons-Boardman makes this possible at minimum cost 
through its monthly railway publications (vertical by 
departments) and RAILWAy AGE, the weekly business publi- 
cation of railway management and operation. 





agit et int ane 


waintenane 


66 /Incu: tial Marketing 


seeaieeeeeeewaese & aioe we 


= cme 


— 


= 
~ 


ABP pork 

Ww y 

RAILWAY LOCOMOTIVES AND CARS 

(formerly Railway Mechanical and Electrical Engineer) 

is the only magazine written specifically for railway 

men who design, build and maintain railway rolling 

stock, and who are responsible for shop operations 

and shop equipment. It concentrates on serving 

the interests of railway mechanical and electrical officers. # 
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RAILWAY TRACK AND STRUCTURES 


(formerly Railway Engineering and Maintenance) 

is the only magazine written specifically for railway 
men who design, build and maintain railway tracks, 
bridges, buildings, and other railway structures. It is 
the specialized magazine of railway engineering and 
maintenance officers. 





for the adtay/Vathe 


a © 
ene 


Cp AGE 


is the only magazine written specifically from the 

viewpoint of railway management and operation. It 

is the recognized authority on railway matters... 

the broad coverage, weekly railway business 

publication. It is must reading for all railway men in 
executive, managerial, purchasing, and key 

departmental positions who have an interest and 4 


responsibility in the business of railroading. ““ Fi 
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Signaling is Neue ~ 
Communications RAILWAY SIGNALING AND COMMUNICATIONS 
is the only magazine written specifically for all railway 
men who design, install and maintain railway 
systems of signaling, centralized train control, car 
retarders for classification yards, highway grade 
crossing protection, telephone, telegraph and radio 
communications. 
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A NEW Monthly Magazine For Shippers 


RAILWAY FREIGHT TRAFFIC takes over both the service and ship- 
per distribution of the Freight Traffic issues of RAILWAY AGE. The 
purpose of changing this service into a separate publication is to 
broaden its scope and increase its value both to the shippers who 
read it and to the railroads and suppliers who advertise in it. The 
first issue of this new publication is January 1953. It offers a new 
schedule of advertising rates, and these rates are also available in 
combination with RAILWAY AGE. 
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ens out the board on a special meet- 
ing a trustee has some views on 
heating and 


trimming costs. of 


plumbing; the fire chief is on hand 
to suggest a joint meeting with the 
fire department and the board on 
the sharing of costs 

A trustee 


warns that building 


costs are mounting, and anothe) 
suggests that the whole story be put 
people An architect 


before the 
member submits a_ cost-trimming 
idea, and the village attorney sounds 
a note of caution on a legal point 
The central figure, however, is Hat 
vester’s Pukis, clearly a man of in- 
finite patience and civic devotion 

This is a warm and _ thoughtful 
yarn, and it suggests a way in which 
those in communication can pay 
tribute to employes active in civic 
life, thereby raising the whole level 
of the dignity of such work. In 
companies all over the country there 
are men and women who take an 
active part in the political life of 
their communities, and year in and 
year out they are denied any recog- 
nition in the pages of the company 
journals. It isn’t because the com- 
pany management is loathe to pass 
out praise to the deserving; far from 
it. It’s simply because the com- 
munications engineers don't recog- 
nize a green light when it is shining 
straight in their eyes 

The engaging picture story fash- 
ioned by Gereon Zimmermann, edi- 
tor of 
nothing to do with party affiliation 


Harvester’s “Today,” has 
It is far above partisan action, un- 
less a calm and orderly emphasis 
upon the need for good government 
Editors of 
company journals all over the coun- 
try may take a long look at “The 
Painful Process” and find clear, vis- 


can be called partisan. 


ible bench-marks. 

What else can a communicator do, 
beside emphasizing the virtues of 
good community stewardship? In 
one form or another, these are pro- 
cedures in existence or in the mak- 
ing in plant communities all around 
the land: 


1. Group Gatherings . . Manage- 
ment has shied away ridiculously 
from frank personal discussions of 


If the Novembe1 
nothing else, they 


political matters 
elections did 
helped convince a segment of man- 
agement that good government is a 
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topic for discussion, that employe: 
and employe can sit down togethe 
harmoniously and_ discuss’ these 
things 

If management fails now to trans- 
late and interpret what's going on 
in government, then many an em- 
ploye who voted for the winning 


side will feel that he was lassoed 


into it and will slip the noose as 
fast as he can. Thus, any program 
of communication by group meeting 
will miss the target if it fails, in the 
months to come, to face the issues of 
political life. That’s not just a mat- 
ter of interpreting the trends and 
developments at Washington; it’s 


very much a matter of spelling out 





Communications woman of the month.. 


She built group of contractors 


into flourishing service business 


Mrs. Nell Allen 


® EVERY once in a while, a group of 
independent business men gather at 
1473 W. Vernon Ave. in Los Angeles 
Allen, 


who is this department's nomination 


for a conference with Mrs 


for the most amazing woman. in 
America. 

Mrs. Allen, who is known to close 
friends as “Tibby” and who is 
slightly over five feet high and com- 
fortably into her sixties, is the dy- 
namic little owner and operator of 


Allen’s 


Thirteen years ago, during the cost- 


Complete Home _ Service. 
ly, lingering illness of her husband, 
she struck upon the idea of a co- 
operative service for the homes of 
her fellow-citizens whereby people 
could have the thousand odd-jobs 
done efficiently, 


around a home 


quickly and at reasonable cost 


She built an organization of in- 
dependent contractors, all special- 
ists in such varied arts as making 
brick, 


building cabinets, laying and sand- 


awnings, laying tile and 
ing floors, cleaning and repairing 
furniture, cleaning house, repairing 
upholstery . . the services total sev- 
eral dozen, and about the only man- 
power she doesn’t supply are maids 
She handles all her 


business by telephone: 


and gardeners. 


The group of business men who 
gather at her home are her fellow- 
They are the independent 
and those others who 


vorkers 
contractors . 
work directly for her who have 
looked to Mrs. Allen for years for a 
substantial source of income. She 
stands among them, a mite among 
mountains of men, and frames with 
them the policies of her organiza- 
tion. She explains that, since they 
all derive good income from the 
business, they are shareholders in 
it, and they have a voice in how it 
shall be operated, what improve- 
ments can be effected, in what ways 
it can be enlarged. She reminds her 
associates of her slogan: “Remem- 
ber, Allen’s man is a good man.” 
To some, the feat of coordinating 
the activities and marshalling the 
loyalty of many independent crafts- 
men and maintaining them over 
a period of years .. is amazing. To 
Nell Allen, it isn’t amazing at. all. 
She brought people together in a 
common interest. and holds them 
together through common trust. 





GIVES YOU 
‘Matched to Buying Potential” 


COVERAGE OF INDUSTRY 


i Watched FUNCTIONALLY 





Circulation % of Total 

ADMINISTRATION (owners, part- 

ners, presidents, vice presidents, 

secretaries, treasurers, general 

managers) 

PRODUCTION (Superintendents, 

works managers, plant and pro 

duction managers, foremen, de 

partment heads, their staffs and 

assistants) 

PURCHASING (Purchasing agents, 

buyers, their staffs and assistants) 

SALES (Sales managers, assistant 

sales managers, district managers, 

etc.,) : 93 2 
Company subscriptions, not per- 

sonally addressed* 915 9.68 


9,456 100.00 














*Note that 90.3% of WESTERN INDUSTRY’s circulation is personally addressed 
The 915 copies addressed to companies are at the specific request of the firms 


2) Watched \NDUSTRIALLY 


INDUSTRY WESTERN INDUSTRY Circulation 





Metalworking 4,248 
Food Industries 746 
Building Materials 334 
Chemicals and Minerals 
Wood Products 
Textile and Apparel 
Transportation 
Utility and Financial 
Government Buying Agencies 
Association and Educational 
Distributors 
Management Construction and Engineering 
Graphic Arts 
Total 











(Based on June, 1952, issue) 


IN THE WEST! 


EJ Watched GEOGRAPHICALLY 


Calif. \. 
62.78% © 
\61.18% 





% of Ind. Purch 
% of W. I. Circ 














Industrial Purchases based on 1947 Census of Manufacturers, U 


Dept. of Commerce 


YOU'LL AGREE THAT WESTERN 
INDUSTRY OFFERS YOU MORE 
BUYING POTENTIAL FOR YOUR 
ADVERTISING DOLLAR. PLAN A 
CONSISTENT SCHEDULE NOW. 


Phone or write our nearest 
District Manager... 





A KING PUBLICATION 
609 MISSION ST., SAN FRANCISCO 5, CALIF. 





DISTRICT MANAGERS 


NEW YORK—Richard J. Murphy SAN FRANCISCO—V. C. Dowdle 
107-51 131st St., Richmond Hill 19 609 Mission St., S. F., Calif 
Telephone JAmaica 9-265! Telephone YUkon 2-4343 
CLEVELAND—Clifford E. Beavan LOS ANGELES—P. E. Badgley 
3307 E. 149th St., Cleveland 20 128 So. Mansfield, L. A. 36, Calif 
Telephone SKyline 1-6552 Telephone WEbster 8-8512 
CHICAGO--A. C. Petersen PAC. N. W.—Arthur J. Urbain 
3423 Prairie Ave., Brookfield, Ii! 609 Mission St., S. F. 5, Calif 
Telephone Brookfield 532 Telephone YUkon 2.4343 


KING also publishes WESTERN CONSTRUCTION and IMPLEMENT RECORD 











the obligations of good citizenship 


right at home 


2. Messages to Employes. . Dur- 
ing the feverish days of pre-election, 
many management men dipped their 
pens into new ink. In hesitant prose, 
they scrawled out their philosophies 
of good administration, good gov- 
ernment and the need for voting. 
But enough of them did it, and just 
enough did it well, to make a large 
impression on people. The results 
showed it 

There is more than a grain of 
comfort in all this for the authors 
of presidents’ messages. Such au- 
thors ought to feel well rewarded 
One reason they have been re- 
warded is because they said some- 


thing 


3. Educational Programs. . Em- 
ployes, during the hectic autumn of 
1952, were exposed to a vast amount 
of political education It was 
shoveled off the ends of trucks and 
piled into plants, for employes to 
pick up, read and be convinced by. 
It is obvious that all of it had some 
effect, but it is still doubtful that it 
carried a great deal of weight. 
However, employe education can 
take on a new and more convincing 


Edu- 


cational programs can be developed 


form in the next four years. 


(and many have already been de- 
veloped) at local levels which con- 
tain material clearly applicable to 
local conditions. A moving picture 
produced by the Christophers, and 
called “Government Is Everybody’s 
Business,” was an immensely stir- 
ring demonstration of the need for 
honest government, and it was the 
sort of educational entertainment 
management could safely show to 
employes, without fear of being 
tarred and feathered. 

Educational 
ployes can be a tremendous force 


programs for em- 


for political good if they are well 
planned, and built with the local 
employe in mind 

There are, of course, many other 
types. Round-table discussions, with 
discussion leaders drawn from man- 
agement and employes alike, will be 
common. Texts like “Your Rugged 
Constitution,” published by Stam- 
ford University Press, will take the 
place of mushmouth texts on free 
enterprise written by word peddlers 
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Which ad 


attracted 


more readers? 


® THE Roebling ad attracted more 
readers 

Both ads used a good*big illustra- 
tion. Each illustration was an ex- 
cellent photograph . . with action, 
contrasts, drama But American 
Cable’s serious defect was that the 
picture had little visible connection 
with the headline or copy. The pic- 
ture was of a big earthmover . . and 
only the most perceptive reader 
could notice the two rolls of wire 
rope, with the barely legible label, 
“American Chain,” at the rear of 
the machine. 

By not using an illustration clear- 
ly related to the product, the ad 
lost readers. Roebling’s photo fea- 
tured equipment in which wire rope 
was clearly visible and working 
hard. The headline wasn't the best, 
but it made a claim for the prod- 
uct .. a claim directly related to the 


picture. American Cable’s head- 


Roebling 
Seen- 


Noted Assoc. 


Below is 
the answer 
to the problem 


on page 58 


line was merely the name of the 
product. 

Whether wire rope is a product 
that much can be said about to in- 
fluence the buyer or whether it is 
a “nut-and-bolt” product that of- 
fers little to say is something that 
wire rope advertisers are best qual- 
ified to know. Copy in both ads 
was limited to generalizations about 
product performance generaliza- 
tions that hardly stimulated reader- 
ship. 

From a layout standpoint, Amer- 
ican Cable had the advantage of a 
larger illustration, which lost its 
advantage by lack of clear relation 
to the headline and copy. Roebling 
had a reasonably large illustration 
and a little more white space around 
the copy .. which might have madé 
it easier to read. 

The scores, as reported by Daniel 
Starch & Staff, New York: 


American Cable 


Read Seen- 
Most Noted 


Assoc. 








© Noted denotes the percentage of 


readers who, when interviewed, said they 


remembered ring seen an ad—whether 


jated the ad with the 


juct or advertiser 


© Seen-Associated denctes the per 
rent of readers who s 


1id they remembered 


it with the 


rR) Read Most denotes the per cent of 


19 


64 





readers 


sOpy 


Cost Ratio tells 


he cost per hundre 





They've sweetened up the VOURDDUSS. 





... with an assist from food engineering\ 





W.. only 1,217 cows in Alaska, at last count, it’s easy to see what made 
the sourdough sour: too much Mule-Kick, not enough milk. But today, in 
Alaska, theyre drinking canned whole milk from the States. The result of 
a wholly new process, this milk is comparable in every way to fresh milk. 
And it keeps for 6 months on the pantry shelf without losing its fresh flavor. 
Food engineering is bringing this boon to milk-starved Alaska — and quite 
possibly a processing-and-ma;keting revolution to the U.S. dairy. 

What next in the food industry? You can be sure of this: food engineering 
continues to offer you a wide-open industrial market ... one of the biggest, 
steadiest, most predictable markets in all industry. Replacement and mod- 
ernization are creating new products, cutting the costs on old products . . . 
not only in dairies, but in bakeries, breweries, canneries, meat plants. That's 
why food plants will spend a billion dollars in 1953 for new plant and 
equipment. 


What’s your fair share of this bonanza, you who sell to modern industry ? 


And how will you deliver your sales message? Put it in the magazine 
which consistently leads industry-wide readership polls:—which has tripled 
its paid circulation since 1940;—which carries more advertising than any 
other industry-wide food-plant magazine ;—in which total advertising space 
is up, up, up in 1952. 


Adyertise in Foop ENGINEERING. 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, WN. Y. 
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Hore's what happens te the size 
ef a Motorola radio when the 
soldered wiring (the complex 
jungle underneath the old chassis 
above) is repiaced by a plated 
circult or “Pla-cir” at right. it's 
smatler, lighter, works better. 





This is the plated circuit of 
foil-thin copper on plastic. 
Turned out avtomatically by 
machine, it's error-free, reliable, 


IT’S AN Lfecitomechanica PROBLEM 





1250 Sixth Avenue, New York 20,N. Y. «+ 


Look inside a radio set. You see a jungle of 
wires ...a tangle of spaghetti... put together 
with hand-soldered connections that are hard 
to assemble—and costly. Now look inside one 
of Motorola's new home radios. The chassis is 
a neat, new kind of job... the whole conductive 
circuit a pattern of thin copper plated on a 
plastic sheet. You can’t jiggle it loose; it 
costs less, weighs less, measures less. Machines 
can turn it out automatically. It makes a 
better radio! 


This exciting idea... commonly called the 
“printed” circuit... can actually be printed on 
with silver paste, plated on with foil-thin copper, 
sprayed on with atomized metal. [t’s developing 
along a lot of lines. Motorola spent six years (and 
a million dollars) perfecting it for radio today 
... TV tomorrow. And in these six years, en- 
gineers designing all kinds of products have 
followed a dozen different developments in 
printed circuits, in ELECTRICAL MANUFACTURING, 


They’ve learned the methods, the equipment 
needed, and answers to the electromechanical 


IN THE CURRENT ISSUE . 


The answer 18: PLATED CIRCUITS 


problems that crop up in applying printed 
circuits to proximity fuzes and hearing aids, 


_antenna filters and servos, computers and wip- 


ing switches, and the miniaturized components 
for many other products. 


These printed circuits are another active area 
of movement in the designing of electrically 
operated machines, appliances and equipment 

. one of scores of new design movements that 
are keeping engineers on the hop...and keeping 
their interest In ELECTRICAL MANUFACTURING 
at a high pitch. 


For ELECTRICAL MANUFACTURING is the main 
source of data on the new technology, for 
engineers in charge of designing more than 
1,900 different types of electrically operated 
products (and specifying everything that goes 
into them). It’s the place where they find the 
new materials...the new equipment... the 
new components. Their designs are spearhead- 
ing the sweep of our American economy into a 
new automatic age. Are you making your prod- 
uct part of this picture? 


. you find the WHAT, HOW and WHY of 


Motor Cooling Methods, Circuit Breakers for Electronic Circuits, Core 
Materials for Magnetic Amplifiers, New Combination Washer and Dryer 


Electrical 


Manufacturin 


Electrical 
Vianufacturing 


THE GAGE PUBLISHING COMPANY 
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Oakite is sales and service minded, fron 
top to bottom. So, everything that we in 
purchasing buy is bought with the idea of 
providing industry wath the products it 
wants, and with the personalized service 
it needs to solve its cleaning problems 
We value salesmen who know their prod 
ucts well and how they can be most eth 
ciently used by us, and are well informed 
on supply conditions. In short, we wel 
come those whose service ts as helpful to 


Theres no single definition for a suc 
cesstul sales approach. However, I like the 
fellow who, after his introduction, 
promptly and completely gives us the 
facts about the quality, applications, pro- 
duction, price and delivery of his product 
by doing this without loss of time, he 
will have explained his wares, and through 
his personality and qualifications will have 
created a respect for his company and 
himself which can easily result in a happy 


business relationship,” says H. C. Wosel, 
Assistant Agent, Stewart 


Warner Corporation, Chicago, Ill 


us as we hope our service is to industry,” 
avs Stanley Remilein, Purchasing Agent, 


Oakite Products, Inc., New York, N ¢ 


Purchasing 


It is a policy in this company to sce every 
salesman who calls on us. The reason 1s 
perfectly simple. Many of these men bring 
us ideas that will help us to improve our 
operations and the quality of our prod 
ucts, to reduce our costs, to find new and 
more valuable sources of supply, and to 
solve other problems. So we make every 
effort to see all salesmen, because we never 
know when theyll pull an idea or sug 
gestion out of their sales portfolio that 
will prove valuable to us,” says W. M 
Rubidge, Manager of Purchasing, C. A 
Norgren Company, Englewood, Colo. 


The road for successful selling 
leads straight to men like these 


Salesmen and sales executives agree that their most important single 
contact in industrial selling is the Purchasing Agent. He spends approxi 
mately half his company’s total sales income. He selects suitable supply 
sources to meet his company’s needs and bases his decisions on his 
knowledge of your company’s products and services. He must have 


complete confidence in your company’s reputation. 


Your most economical and effective means of bringing these facts 
directly to men like these is through the advertising pages of 
PURCHIASING ... the eve national publication serving the needs 
of industry's PA’s ... the unchallenged leader in its field. 
PURCHIASING, 205 East 42nd Street, New York 

17, N.Y. Offices in Chicago, Cleveland, 


| JOS \nycles. 


When you think of 
selling...think of 
PURCHASING 


The basic magazine on any industrial advertising schedule! 
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copy chasers 


® THE FIRST article by The Copy this page for August are the ones 
Chasers appeared in INDUSTRIAL who are catching our eye this 
MARKETING in the issue of August, month.” Then we said: “The most 
1936. important example of this is last 
In that article we began the prac- month’s prize-winner . . the Good- 
tice of selecting a handful of ads rich campaign. Of the thousands 
which seem to us, each month, to of ads we read in searching for this 
deserve special acclaim and of men- month’s leaders, the Goodrich pages 
tioning the names of the hitherto- were again among those which stood 
unsung copywriters responsible for head and_= shoulders above the 
the good work. crowd.” And then we copied off 
It was in 1939 that we began the some Goodrich headlines: 
practice of selecting, each January, The I T! 
industrial advertising’s Man-of-the- 
Year . . the man behind the one 
campaign considered by us to be the 
best of the previous year. 
In looking back, we find it highly 
significant that our very first “pick” 
for a monthly award was an ad by 
B. F. Goodrich. It was a spread in 
the chemical papers. Headline: 
““Watch the Fords Go By’ Over 
Goodrich Rolls in Goodrich Tanks.” 
(Remember the Ford slogan current , 
at the time: “Watch the Fords Go 16 million tons of Rubber helps 
By?) We said we liked the stop- 
per headline, and we liked the 
“brisk, staccato copy”: 
BF Goodrich 


If Good rich 


OK 


as inserted 





\Y 


We also said that there may have 
been other headlines close, in stop 
ping power, to these Goodrich ones, 
but “the ad is rare whose body copy 
fulfills, as the Goodrich ads do, the 
promise of the headline.” Again 
the name of K. W. Akers 

Well, we might have used the 


Same lines every month ever since 


B.F.Goodric!} BEF Goodrich 
. ~ 


ay 


“track walker’ Rubber chute-the- chutes 


he ' 
crash! bang! crunch! see through steel handles rocks that wear through steel 


BF Goodrich BE Goodrich 


Ken Akers, of Cleveland’s Gris- Rubber helps squeeze Iron ore rides magic carpet Air lift’ for 


wold-Eshleman agency, was the 
copywriter of record: H. E. Van 
Petten advertising manager. 

The very next month, we men- BF Goodrich 
tioned that “the advertisers whose 
work we admired when preparing 


cottonseed into salad oil of rubber and steel $0-ton chunks of marble 


BF Goodrich BF Goodrich 
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A.mosr all business men develop blind 
and business 


spots from time to time 
magazine publishers aren’t an exception. 


The basic reason for the existence of 


business magazines is, of course, the 
service they render by furnishing in- 
formation to specialized groups that 
helps them reduce costs, increase pro 
ductivity and improve the economic 
strength and health of the country. 
Over the years American business maga 
zines have done a fairly good job of it. 
This is attested to by the fact that 
there’s scarcely an industry, trade, or 
profession that can’t boast of one or 
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more good business magazines that’s 
helping them fulfill this need. 

But the development of the business 
magazine industry, like many others, 
hasn’t all been a bed of roses. It, too, 
has had its growing pains. It was also 
visited by a serious internal conflict. 

As our industries, trades and _ profes- 
sions grew and many new _ business 
magazines were established to serve 
them, some publishers developed a dif- 
ferent method of getting their magazines 
to the people who could benefit from 
them. This caused a lot of trouble. Pub- 
lishers forgot about the basic fact that 





at Nobody! 


the true measure of the worth of a 
business magazine is to be found in the 
value and use that is made of its edi- 
torial content, together with the skill 
with which it serves the field. They de- 
nounced the magazines that had strayed 
from the beaten path. The industry 
chose up sides and the sound and the 
fury echoed and reechoed throughout 
the land, until the buyers of advertising 
(who pay the bills) cried out in anguish, 
“‘A plague on both your houses!” 

At long last, a group of business 
migazine publishers awakened to the 
tact that they were spending a lot of 
time, and money, fighting over a prob 
lem that really didn’t exist. They woke 
up to a fact that both readers and adver- 
tisers had known for a long time—that 
both methods of reaching readers were 
fine, providing the magazine was doing 
a conscientious, worthwhile editorial 
and publishing job. 

So in April, 1951, this young group of 
business magazine publishers decided to 
open its membership to business publi- 
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cations employing either or both circu- 
lation methods, providing these publica- 
tions were members in good standing of 
either ABC or CCA. The time, energy, 
and effort formerly wasted in arguing 
circulation methods would be spent col 
lectively improving content 
and publishing services. 

The soundness of this decision is now 
a matter of record. In but 18 months, 
the membership of NBP mushroomed 
to 140 magazines, with an aggregate 
circulation of more than 3 million! NBP 
member 


editorial 


now has substantially more 
publications than any similar business 
magazine group in the world. And during 
these 18 months of united effort not a 
single disagreeable word has passed be 
tween an ABC or CCA_ member. 

We've already done many things that 
have improved all business magazine 
publishing. We have a lot more on the 
drawing boards. 

In fact, we're perfectly 
wonderful time—and we ain’t mad at 


having a 


nobody! ! 
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First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET, N. W. 


The national association of publishers of 
140 technical, scientific, industrial and pro 
fessional magazines, having a combined 
circulation of 3,202,477 audited by 
either the Audit Bureau of Cireulations or 
Controlled Circulation Audit, Tn 


serping and promoting the Busine Pre 


WASHINGTON 5,D.C. « 


STerling 3-7535 
of rica bringing thousands of 
pages of specialized know-how and ad 
verfising to fhe men tho make decision 
in the businesse Y industrve , scence and 
your ai dience 
aD the markel— of your chores Write 


for complete tist of NBP publication 


profe 10n2 pinpointing 





Many times, we did 

Then, after a while, we began to 
feel that our readers might be get- 
ting tired of all the applause for 
Goodrich (we sounded like Ken 
Ake nephew), and we decided 
that our monthly piece might have 
a little broader interest if we spread 
around the credits a little more 

So we resisted mentioning Good- 
rich for a while at least not twice 
as often as anybody else . . and 
maybe some of our readers sus- 
pected we had fallen out of love 
with Mr. Akers 

We hadn't 

Still, it was with 


astonishment that we realized, just 


considerable 


Three years at hard labor 
for B. F. Goodrich grommet belts 


Machine shuffles and deals rice 


Cunt Bl, 
BF Goodrich 


now, that, right in the face of ow 
devotion to almost obsession with 
Goodrich advertising, we have 

consistently overlooked Goodrich 
for “Man-of-the-Year.” 

Let’s repair that, right away 

Goodrich advertising is the best 
of 1952 

We can prove it, quantitatively 


Take these Starch reports 


Time 


“16 million tons of Crash! Bang! 


Noted, seen-associated 
and read-most cost ratios of 222, 
243, 325." Ranks ie Se 
“Three inches from a_ stroke of 
lightning Cost ratios 182, 207, 
209. Ranks: 5, 4,5 
“Rubber helps ‘Track Walkers’ see 


292, 


Crunch!” 


through steel.” Cost ratios: 
291, 260. Ranks Aa ee 


“Rubber chute-the-chute handles 
steel.” 


Ranks: 


wear 


235, 274, 260 


rocks that through 
Cost ratios: 
i, 1, 3. 

“Rubber helps squeeze cottonseed 
into salad oil.” Cost ratios: 207, 
232, 200 tanks 4,4, 13 

“Iron ore rides magic carpet of 
rubber and steel Cost ratios: 214, 
228, 218. Ranks: 2, 2, 6 

“Coal rides roller coaster down a 
mountain.” Cost ratios 200, 209, 
283. Ranks: 5, 5, 2 


Business Week 
“Squirting 4000 drinks an hour.” 
Cost ratios: 167, 185, 206. Ranks: 


i. 3:6 





B.F.Goodrich grommet belts 
saved 250.00 a year 


BF Goodrich 
evsees ven wovsrer 


‘Rubber helps ‘Track Walker’ see 
through steel.” Cost ratios 231, 
262, 326. Rank: 1, 1, 1 

“Iron ore rides magic carpet of 
rubber and steel.” Cost ratios: 292, 
345, 425. Ranks: 2,1, 5 

“Air lift . . for 50-ton chunks of 
marble.” Cost ratios: 264, 311, 379. 
Ranks: 1, 1, 2 


“Squeezing railroad rails to the 


ize of your finger.” Cost ratios 


s 
215, 225, 302. Ranks: 4, 4, 3 
“Raising cane .. for 60 million 
pounds of candy.” Cost ratios: 231, 
Zia, ooo. manks: 2, 2, 1 
“Men used to drown in ashes.” 
291, 333, 633 


Cost ratios Ranks: 


i 23 


Factory 

“Two-ton drum beat soft-pedaled 
by rubber.” Cost ratios: 227, 214, 
119. Ranks: 2, 2, 39 

“Production increased 25 per cent 


with B. F 


Goodrich Grommet V 


Belt.” Cost ratios: 189, 172, 188 
Ranks: 5, 7, 14. 

“Rubber helps squeeze cottonseed 
into salad oil.” Cost ratios: 247, 
220, 205. Ranks: 3, 3, 14. 

“Three years at hard labor for B. 
F. Goodrich Grommet Belts.” Cost 
ratios: 264, 258, 200. Ranks 2,. 3; 
16 

“Machine shuffles and deals rice.” 
Cost ratios: 247, 243, 120. Ranks: 
2, 2, 49. 

“B. F. Goodrich Grommet Belt 
Saved $250.00 a Year.” Cost ratios: 
283, 267, 230. Ranks: 2, 2, 7. 

“Dangerous acid travels safely in 
rubber train.” Cost ratios: 228, 
217, 207. Ranks: 1, 1, 10. 





B.F.Goodrich 


Dangerous acid 


Gun gd, 
BF Goodrich 


All that is performance that can- 
not be matched, we are sure, in all 
of industrial advertising. 


What 


sponsible for it? 


not just who 


There are many reasons 
One is Goodrich has stayed 
with this same pattern for many, 
many years. Goodrich ads are rec- 
ognized. And content quality has 
been so consistently high, readers 
know they will be rewarded; so they 
stop and read. 

A second is the format is high- 
ly conducive to reading. Big photo, 
bold headline, three-column text 
arrangement, modest signature. It’s 
simple, orderly, logical. 

A third is (of course) the won- 
derful headlines. What's so good 


about them? Stopper headlines 
aren't uniformly successful . . but 
Goodrich’s are. Perhaps: not just 
because they often “play on words,” 


but because they don't strain .. the 





travels safely in rubber train 


B F Good rich 
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APPLIANCE MANUFACTURER | 


—at these FIRST issue Advertisers and Agencies 
—over 80% of them are on a regular schedule ! 


the FIRST ISSUE 
of the FIRST MAGAZINE 
-the ONLY MAGAZINE- 
EDITED SOLELY for the 
“Decision-Makers” in the 
appliance manufactur- 


ing industry. 


SEE —the fast 


Editorial Pace set in 


this first issue by the 
editors of APPLIANCE 
MANUFACTURER. 


late 
GET ALL THE FACTS 
NOW! 


Send for sample copy. 
Write for complete details 
regarding this multiple 
mass-producing market for 
materials, components and 
plant equipment. 

Issued Ist of each month, 
Closing Date: Ist of pre- 
ceding month. 


oe 
ee | 
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mly EDITORIAL LEADERSHIP 
such outstanding LEADERSHIP 


EDITORIAL LEADERSHIP PLUS SUPERIOR QUALITY-READER' 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING and CHEMICAL PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 








PYT TTI III Ahad 


Can create 


in “Quality-Reader’ RESPONSE 


FOOD PROCESSING outproduces all other food magazines 


in ‘‘quality-reader’’ response from key management men. 
This ts logical, for 
Editorial Excellence 1s the prime prerequisite before 
leadership in readership can be achieved . 
and exceptional ‘“‘quality-reader’’ response 1s 
impossible unless superior readership has been 


achieved. 


This basic formula ...and this alone... builds 


superior advertising valucs. 


No “‘finely spun theory’ can substitute for such 


‘proof of readership through performance 


What ts “hest editorial’? Can you tell? 


I+ 
if 


(NOW } 
reader hip stu 
audits of KNOWN 


Ask for cither Or both 
Write address below 


RESPONSE EQUALS SUPERIOR ADVERTISING VALUES eeccccccocesssssssssesesssessseaseeeeeesseessesseeeeeeess 


Creators of PUTMAN-STYLE Magazines 


( O M CG A N y ... terse, vital editorial; “hand-picked” cir- 


culation; square, high-visibility format; quality 
readership; hence more READER ACTION 


111 East Delaware Place, Chicago 11 


LOS ANGELES PORTLAND SAN FRANCISCO ATLANTA 
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ht ae a ee Production increased 25 per cent 
with B. F. Goodrich grommet V belts 

Raising cane — for 
60 million pounds of candy 


Squeezing railroad rails 


to the size of your finger Men used to drown in ashes 


BF Goodrich BF Goodrich BF Goodrich B.F Goodrich 





words fall into place, neatly, clearly, isn't it worth some extra effort to trasted with the October new-style 
but never with effort. The writer's vather the information that may ad. The October ad runs over four 
art never shows through: the head- help you get the readership Good pages and each ad looks so much 
line is intriguing, never tricky. It rich gets? like editorial it has to be labelled 
promises good reading, nevet “advertisement.” We don't think the 
“shows off” the headline write: Candidate for Next Year? . . reader will feel he’s been tricked, 
Moreover, the headlines always We're delighted with the new Le- because the subject matter is no 
contain strong, earthy words. Like Tourneau campaign. You're familiar different from what the editors 
Crash, Crunch, Stroke, Chunks. Ac- with the old one it ran for many themselves select to run. 
tion words like Squeeze, Rides years and set the pace for other Note: 1. The dramatic quality of 
Squirting, Shuffles. And words not construction equipment advertisers the photographs; 2. The exception- 
often seen in advertising copy Smashing layouts, bold typography, ally clear reproduction; 3. The or- 
Lightning, Magic Carpet, Fog of photographs of the machinery in ac- derly arrangement (unique in con- 
Oyster Shells, Drown, Ashes, Soft tion, color (usually a standard colo struction equipment advertising, 
Pedaled, Deals for the company overprinted on the which usually looks as though it 
A fourth reason is the pictures machines in the pictures), perform- had been thrown against the wall); 
They're not often what you might ance data full of cost figures 1. The intriguing bold-face caption 
call examples of perfect photogra- lead-ins; 5. The fact-packed copy 
phy. Sometimes they're rather poor, ® LeTourneau’s September ad Securing 12 suitable on-the-job 
as advertising photographs go. But (old style) is shown nearby, con- photographs and stories to go along 
they're honest: they help the head 
line say that something's happening 
A fifth reason is the copy. It tells 
a story Always a story 
And finally, of course, the stories 
themselves. They're interesting to 
begin with. The treatment by the 
advertising people makes them more 
interesting, but the interest element 


w 


was there at the start , .- oy + ~ ae ee ~ 
How does Goodrich vet its won y ta) . PROD T N FIGURES 
derful stories? The procedure has J . Soe UC 0 


been dest ribe d before and, we hope 





WW ill he dese1 ibed again But not L " show why Northwest Constr. Co. 
here and now. Meanwhile: “I can’t ra ; — owns 9 electric Tournapulls 


get them,” says one advertiser. “My 

salesmen won't bother,” says an 

othe “Tt costs too much to send a wee 
. ¥ bi ae 

man out into the field.’ says an Te coanes 

other avs 

Bosh ae oes ec. LETOURNEAU, inc 

You, too, can get good stories lef OR 20 TEARS THE LEADER (WH RUROER TIRED BIRTMOVING . Pearia, | s 


from the field. It will cost you some 





time and money, to be sure, but 
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TEXTILE WORLD'S 
EDITORIAL STAFF 


ARTICLES 1m THIS 
(S508 DISCUSS: 


Keefe pace 


The textile industry has been wrestling with increasingly intricate problems 
due to the handling of many new fibers, the application of new finishes, 
the development of new methods and new cquipment, and the growing 
need for more planning in manufacture. 


To meet adequately the expanding needs of an industry 
faced by a growing technological revolution, TEXTILE 

WORLD has, within the last 12 months, placed on its 

already diversified editorial staff four new men who 

are authorities in their respective fields. They are: Dick 

Pressley, an expert on weaving; George Moisson, an ex- 

perienced dyer and finisher; Jim Blore, an authority on 

knitting; and Tom Winston, a skilled writer and editor 

with textile education and rayon-mill experience. The 

Richard B. Pressley George M. Moisson editorial staff is now not only the most experienced but James H. Blore Themes 8. Winston 

also the largest in the history of the publication, 


Alertness in meeting the industry's detailed needs for editorial service has 
always been important in maintaining the leadership position of TEXTILE 
Wor pb. The careful keying of this editorial service to the immediate and 
practical needs of textile mill men accounts for the continued growth of 
TW’s paid subscribers among the key men in its field — the men who are 
responsible for the equipping and operating of the mills and who therefore 
influence or actually do the purchasing. Recently, from year to year, TW's 
paid circulation has recorded all-time highs, and 1953 is no exception. 

Thus, TEXTILE WORLD is in an ideal positic 4 to carry your sales message 
effectively to the largest aggregation of the kind of textile mill men you 
want to reach. 

For details, ask your TW district man or write to our business head- 
quarters in New York, 


FIRST in circulation A McGraw-Hill Publication 
FIRST in readership 330 West 42nd Street, 


FIRST in buying-power New York 36, N. Y. 
penetration 
FIRST in advertising 


volume ) 


USEF UY 1 














We electric power industry is a bigger market 
Look how 


today than it was five years ago. 


this industry is expanding: 


In 1948 
In 1949 
In 1950 
In 1951 


In 1952 


spent $2.35 billion for construction 
spent $2.75 billion for construction 


spent $2.60 billion for construction 


spent $2.80 billion for construction 
spent $3.00 billion for 


(Estimated) 


construction 


esti- 
The 
industry is shooting at 104 million kilowatts by 
1954 


the end of world war II. 


1953 


still going up. 


Construction expenditures for are 


mated at $3.5. billion 
the end of more than twice the total at 
It’s a gigantic market 


a growing market—a buying market. 


ELECTRIC LIGHT 
AND POWER 


2 When do you sell it ? 
These 


answer 


Hlow do you sell it 
Where sell it ? 
Electric Light and 


EL&P is the only magazine serving the electric 


do you are questions 


> ‘ 
Power can for vou. 


power industry exclusively. It reaches every key 
man in every property in every state. 
EL&P is 


who have spent and are spending billions of 


now serving more than 14.000 men 


dollars for a wide variety of materials and 


equipment. One of our representatives will be 


you 


and how 


story. If 


to show you who these men are 


can reach them with your sales 


he 
complete story about the electric power industry 
EL&P is The 


Publishing Company, Chicago. Illinois. 


you are seeking more sales. sure to get the 


and how serving it. Haywood 


22 EAST HURON ST., CHICAGO 11 
CLEVELAND 15, OHIO 


1836 EUCLID AVE 
10) PARK AVE, NEW YORK 
WEST COAST 

SAN FRANCISCO 


7, %.. ¥ 


HLL 


McDONALD THOMPSON 
LOS ANGELES 


SEATTLE 





LeTourneay pictures of the month... LeTournecu pictures of the month iawa).. Performance reports on LeT equipment in action LeTourneay pictures of the month 


ee 


unr OR re crate 


HUNTS On we 150" mnaT 


O4ATS CrONETER SHUTDOWN 


are ant - v a6 & 0am OF PLMRD OG 29 mus TONNE THE Ove woees unDeR warte 
Z i 3 AEAR-OUMP CARRIES 40 Te 


with them that really prove superio: 
ee is i —— It : a 7 advantages 
task most ad managers and agencies can you spot? 
would not care to tackle, and a cost 
most advertisers would balk at. But 
we'll bet this series gets double the 
already high reading of LeTourneau 
ads. If so is the extra cost of dig- 
ging out the stories justified? 

We have no patience with adver- 
tising men who confess they can't 
get the facts and pictures that would 
greatly increase their advertising’s Dievrcen 
interest. It can be done = 

And it doesn't hurt at all to give ales on * 
the information the fine editorial 
handling that was devoted to this your students find the same Black & 
LeTourneau ad by Copy Chief Larry Decker Tools on the job that they 
Roth, Andrews Agency, Milwaukee trained with in school.” 

A Cincinnati Lathe headline asks 

Continued Story . . Couple of “How many advantages can you 


months ago we were telling you spot?” in a “quick look at those Cin- 


about some ads we'd seen in an in- cmnati_ Tray-Tops There's a big 


vestigation of publications which we picture, and the answers are printed 


don’t often look into, when we ran sideways. Cute idea to work on 


out of space teachers 

Here are some more, with the 
thought that these examples may *% Dietzgen offers a “Lifetime 
suggest what to do or not to do in Service Policy” on drawing instru- 


your own advertising ments. Here’s the copy 


Industrial Arts & Vocational Edu- 
cation South Bend Lathe Works 
offers three handbooks on “How to 
Run a Lathe,” “How to Run a Drill 
Press” and “How to Run a Shaper;” 
three iiims on lathes, plain turning, 
and grinding; four wall charts; a 
booklet for shop instructors; a proj- 
ect book; and complete catalog 


“It’s like meeting old friends when 
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ENGINEERING WORKS, Inc. 
1515 CENTRAL AVENUE 
Phone: GRanville 2424 MINNEAPOLIS 13, MINN, USA 


“Cupyey 


0 


EQUIPMENT 


% 
Np 


%G . x ‘ : P 
Wes pants cw October 8, 1952 





Contractors and Engineers Monthly 
470 Fourth Avenue 
New York 16, New York 


Attention: Mr. D. V. Bittenneim, Publisher 





entlemen: 


I have been intending for some time to let you know that your 
publication has for many years been doing a bang-up job for 
Pioneer. 


Your editorial department doesn't miss many opportunities to 
Say a good word for our equipment found on the various jobs 
your publication covers so well. And here i might say that 
your editorial style is such that it appeals to a large segment 
of our market made up of individuals who want to know how 
equipment is used and what it does. The layman's language 

is understood by the greater proportion of men in the construc- 
tion industry and your use of it gives you a reach into areas 
we otherwise would miss. 


The inquiries we receive from C and E M publicity and advertising 
come to us from people who not only are interested in our 
equipment but who are likely to become prospects and customers. 
There are relatively few curiosity seekers, which speaks well 
for the kind of circulation you maintain. This is really 
Significant and more than we can say for some papers claiming 
to cover the same market. 
After all, we have a product, and equipment to sell, and we 
must concentrate our major effort on people who can buy. 
Your new format and styling are big improvements. Keep up 
good work. 

Cordially yo 








Co tractors and fhe NEWS magazine of the construction industry 
Engineers 


470 FOURTH AVE., NEW YORK 16, N.Y, 





... there is more to 


good catalog produc 
than just good printing. 
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SEPTEMBER 7 
EepNRG ee 78 91011213 ee : 
eon | aoe nh | Nery nt Have you ever kept a record of the 
| 21 22 25242526271] 19 202122 21 22 2524 25 2627 hours you spend on catalog production? 
| 28 295 £6 01 20 Oe 24 25 262726 || 2029 305) Unless your catalog is unusually simple 
. or perhaps just an up-dating of last 

year’s job . . . you and your staff have 
probably had to spend days and even 


weeks on tiresome details . . . 








Details like supervising artwork to make sure each illustration is 
right for its individual purpose, yet not so 
different from others as to present an over- 
all hodge-podge appearance. 

Details like ordering photographs, and re- 
touching, scaling artwork, instructing en- 
gravers, and checking engraver’s proofs on 
catalog stock. ... 


Details like specifying type faces, sizes, measures, and leading: 
reading galley proofs; nursing revisions 
through to final page-proof form. 

Perhaps you have carried this extra load 
because you weren’t aware that Sweet’s 
Catalog Service is willing and able to take 
over your catalog production, whether or not 
you use any of its other services. wees 








how Sweet's produces good catalogs at reasonable 


cost...and saves time for marketing men 


1| Artwork specified by experts in catalog production, 
executed by draftsmen and illustrators who specialize in 
illustrations for catalog use. Other specialists concentrate 
on photography and retouching, again solely for the pur- 
pose of making catalogs more effective. 





2| Type carefully selected by men well versed in the 
difficult art of catalog typography. They know how to 
pick the right face in the size, measure, leading, and 
weight best suited for each particular catalog design. 





3] Proofs carefully read by people long accustomed to 
technical language, and who are used to the tight, tabular 
arrangements often required in catalog composition. 





4| Printing assigned to the firm best equipped to accord 
top quality at reasonable cost to each different catalog. 
Because of the volume handled, Sweet’s can offer the ad- 
vantages of quantity printing without sacrifice in quality. 
These specialized catalog production services, extending far 
beyond the printing operation, suggest how Sweet’s can re- 
lieve you of needless time-consuming work, and produce 
for you a catalog in highly professional style at very rea- 
sonable cost. 


FEBRUARY. 














| | 
7 ] The weeks you save 

by using Sweet's facilities 
can be devoted 

to other marketing problems 


that only you can solve. 
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Sweet’s Catalog Service 


designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40th STREET, NEW YORK 18, NEW YORK 


Boston 8uffalo Chicago Cincinnati Cleveland Detroit Los Angeles Philadelphia Pittsburgh St. Louis San Francisco 
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ADVAWTACES OF CaRBOLOY 
PeRmausny macwers 


MATHIESON announces AD-ORI Bleach 


THE FIRST SIGNIFICANT 


ADVANCE IN 
BLEACHING PRACTICE 
IN 24 YEARS... 


wnt Tek mabine wae x iedarceh 

ad * 
eee 
aes” \” 


Well worded ad, written by Bruct 
TILDEN of Kirkgasser-Drew, Chica- 
RO 

American Type Founders present 
this “ATF Good School News,” a 
newspaper-format page reporting on 
Graphic Arts Courses in schools 
Instruments Anybody interested 
in magnets probably can't pass up 
the Carboloy 
“How Carboloy Permanent Magnets 


spread — headlined 
improve electrical products * The 
reproduction will give you an idea 

Selling the completeness of a line 
is one of advertising’s toughest jobs 
The method Republic Flow Meters 
uses puts too much of a burden on 
Much better would be 
to borrow from the publishing busi- 


the readei 


ness’s “reader service’ gimmick 
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Do You Kuo Alby 
LL of the 


REPUBLIC; 
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The sergeant says that ven 


ta the best way to make 'o 


when something goes wrong 


PANELLIt 


i r] al 
f. 


PANALARW 


_ NORTHWEST 


and invite the reader to check the 
squares for free literature 

That Panellit spread got messed 
up along the way The left-hand 
page commands the eye, but the 
broad-measure, ragged-edge _ text 
(overprinted on yellow) is hard ta 
read. And the arrangement on the 
right-hand page is a nightmare. In- 
teresting to note, though, this spread 


runs onto the inside back cover 
Laundry Age We 
the Mathieson Chemical approach 
American Ma- 


It has everything 


wonder how 


would work in, say, 
chinist news 
announcement, comic strip, dialog, 
trade character, loads and loads of 
“sell,” push for inquiry, and coupon 

We certainly like it better than 
the Swift ad with the cartoon of a 
cop heaving a crook into the laun- 
dry and the caption: “The sergeant 
says that using Swift's Soaps is the 


best way to make ‘em come clean 


Northwest Engi- 


neering sells the track its crawler 


The Lumberman 


leaves in the mud: “There is money 
for you in that tread track.” Here’s 


the copy 


We bet this little Huss Lumbe 
Co. half-pager gets a reading for it- 
self. It’s an all-type column of news 
items, headed “The Huss Chron- 
icle;” all the items are from The 
Lumberman, August, 1922. The only 
words for the sponsor are at the 
bottom: “So much for the past. In 
the future, try Huss Lumber 
Huss Plywood.” 


Stetson-Ross goes back into the 








invested move dollars 
than ever before to edit and illustrate K 
nore editorial pages wits | idea- 

Mi) packed IsGués ,.. 

Nh) 1. Manufacturers invested more i 
| advertising dollars to move more Hime 
goods through than ji 
inthe ext 4 powerfield 

magazines combined | ) 
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IF YOU WANT,TO MOVE A PRODUCT POT = BEHIND IT 








New band mill cuts 11,625 board feet 
per hovr on THAKEN bearings 


in WIRE ROPE. too, longer life 
depends on the RIGHT KIND of muscle 


Redie Cabinet Ports Veceom Metallized 


KEENEY (Fe) on Stokes Unit ot Worcester Movtded Plesties 


enrencte (alled the Tyne 


Headline is “1920 
machines were fine in the 
1920's. Copy 


1952 with 


Twenties too 


starts, “But this is 
faster automobiles, 
streamlined trains” and you’ can 


write the rest from memory 


Bethlehem Pacific got Stewart 
Holbrook to write its advertising 
“How to log from a swivel chair” is 
the story of one of the leading fig- 
ures in the northwest lumber busi 


ness It starts 


Copy goes on to tell more about 


Tony's career, a topic we feel cer- 


tain makes interesting reading to 
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STOKES 


other people who also buy steel 
from Bethlehem Pacific 

Another fine Timken ad: “New 
Band Mill cuts 11,625 board feet per 
hour on Timken Bearings.” Ad in- 
cludes photo of the mill, biueprint 
of how the wheel shafts are 
mounted, and strong copy on why 
Timken help take the 


shock load of the big logs 


bearings 


“Massive muscular structure gives 
the elephant the over-powering 
needs to ward off the 


Even 


ina hostile environment these huge 


strength he 


attack of predatory enemies 


animals may stretch out their life 
span to well over a hundred years 
In . too, (you put in your 
own class of product here), pro- 
longed life is dependent on special 
ized muscles, etc., ete.” Example 
is Wickwire Rope 

What we wish to call your atten- 
tion to in the Paul E. Keeney Co 
ad is the shape of the ad 


F. J. Stokes Machine Co. pub- 


magazine-within-a-maga- 
zine, " called 
“Stokes These 


headings will give you an idea of 


lishes a 
four-page — insert 
Plastics Review.” 


the articles it carries 


“What would happen if somebody 
made an auto body of plastic?” 
Somebody did, and in a very attrac- 
tive ad, Naugatuck Chemical talks 
about it 

You'd think a big advertiser like 
Barrett Division of Allied Chemical 
& Dye Corp. could do better than a 
picture of cadets and the headline 
‘What do cadets have in common 
with Barrett Plasticizers?” The an- 
swer, of course, is the headline in a 
Shaw ad 


conventionally decorated with peas 


Francis “Uniformity, 


ina pod 


The Copy Chasers 





Big enough to hold 


30 FOOTBALL FIELDS 


under one Foundry roof! 


THINGS ARE f ase 
NIN IIANIINS Sy Po. 
ov 


IN THE we 
FOUND 
The Government Cast Armor Plant operated ... value added by manufacture by foundries 


by American Steel Foundries is a giant by any is $12,000,000 daily / 
standard of comparison—over 30 acres under 





—— . total value of foundry production approxi 

mates $104,000,000 weekly / 
Plants like this are becoming more and more 
typical of the trend in foundries today — up-to- 
the-minute in design and equipment—geared 
for high speed production to meet the ever- 
growing demand for castings. This dynamic 
industry is one of the most active of all 


. foundry capital investment in plant facili 
ties and equipment exceeds $8,000,000 
a month! 


The way to blanket this dynamic industry is 
through your advertising in FOUNDRY. It 
will reach over 45,000 foundrymen who 


... foundries spend over $1,000,000 Aourly influence buying in the foundries which 
for materials and supplies! account for 94%, of all castings production 


industrial markets. 


Do You Have This Marketing Guide? 


‘How To Sell The Foundry Market’’ is 
free. Write us or ask your FOUNDRY 
representative and a copy will be 


mailed to you 


It’s Time to Sell to Fouridrymen 


WHEREVER METALS © 


Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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Typical Call Reports from a 
Cross Section of Industrial Marketers 











Note the amazing variety of titles. This 
is in line with the experience of everyone 
selling to industry — that you can’t build 
a selling list working from titles. 

You have to find out by repeated sales calls 
on a particular plant who the men are that 
influence and control the buying. 
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of MILL & FACTORY 
readers do not read 


of MILL & FACTORY 
readers do not read 


PLANT ENGINEERING 


Only one basic magazine— MILL & Factory 
—is specifically designed to back up your 
salesmen by reaching these men of many 
titles. That’s because MILL & FACTORY is 
the only publication that builds its circula- 
tion throughout industry the same way you 
build your customer and prospect lists. . . 
through the personal sales calls of industrial 


salesmen... . 1,645 of them! 


No other magazine does the same job. lor 


no other magazine reaches more than a small 
percentage of MILL & FAcTORy’s readers. 


Here's the evidence: Independent duplica- 
tion studies show no more than 18‘; reader 
duplication between MILL & Facrory and 
any of the following publications: 


89% 


84% 


of MILL & FACTORY 
readers do not read 


FACTORY MACHINERY 


93% 93% 


of MILL & FACTORY 
readers do not read 


MODERN INDUSTRY 








A CONOVER-MAST PUBLICATION 


205 East 42nd Street 
New York 17, N.Y 








82% 


of MILL & FACTORY 
readers do not read 


IRON AGE 


84% 


of MILL & FACTORY 
readers do not read 


AMERICAN MACHINIST 


In contrast to MILL & 
FACTORY's high percent- 
age of unduplicated 
readership, the McGraw- 
Hill 18-company survey 
shows large average dup- 
lication between the first 
and second business pa- 
pers in 9 fields studied. 


omy 56% 


of the readers of the No. 
1 Business Paper do not 
read the 2nd paper. 
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Inside story of Goodrich drive 


told by IM’s adman of the year 


Much has been said about the famous 
B. F. Goodrich campaign over the past 15 
years or more. Much of the comment was 
in the campaign's early years .. and to 
day, although its effectiveness is probably 
greater than ever, its success is almost 
iaken for granted by ad critics. 

The story beginning in the adjacent col 
umn is the ‘inside story’ of one of indus 
trial advertising’s outstanding campaigns 

told by the advertising manager behind 
the campaign. It includes some of the 
problems and solutions of the early years 
of the drive and some interesting happen 
ings behind the scenes more recently. 

IM's editors asked Mr. Van Petten to 
tell something about himself and the cam 
paign. He did so in a letter, from which 
facts were to be taken for a story. But 
Mr. Van Petten’s own informal account 
was so good that we are presenting it 
. although the 


author didn’t have that objective in mind 


just as it was told to us 


at the time of writing. 

Mr. Van Petten, who is a past president 
of the Industrial Marketers of Cleveland. 
is a “company man.” A native of Bloom 
ington, Ill... he was educated at Illinois 
State Normal University. worked briefly 
for a small printer and for L. C. Smith & 
Corona Typewriters and then joined B. F. 
Goodrich in 1927 as a district advertising 
manager in Atlanta. In 1929 he was 
asked to handle advertising of the indus 
trial products division, and has been on 
the job ever since. 

Along the way, the industrial division's 
name was expanded to “industrial and 
general products division.” The general 
part was added because the division now 
includes some consumer products such as 
Keroseal films and sheets, garden hose, 
etc. . . but the division remains largely 
industrial. 

Most of the company’s industrial adver 
tising is handled by the division. Others 
on the advertising team include F. T. 
Tucker, director of all company advertis 
ing: Glenn E. Martin, who handles tire 
advertising, some of which is industrial; 
and Marcy W. Osborne. who directs ad 
vertising for B. F. Goodrich Chemical Co. 
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By H. E. Van Petten 


® MY BEST advertising work began 
when I first met Kenneth W. Akers 
who joined the Griswold-Eshleman 
Company, our advertising agency, 
in 1934 


very closely and very well At the 


Ken and I worked togethe1 


time, he was an account executive 
but a brilliant writer and a wonder 
ful teammate because he did most 
of the work 

We worked out the format and 
basic principles of the campaign 
which we then called ow “develop- 
ment’ campaign. Our various de 
cisions were based mainly on read 
ership reports and on comments by 
the Copy Chasers! In 1936 the cam- 
paign reached a form much like its 
present one, and I believe the cam- 
paign was first commented on by 
the Copy Chasers in that yea 

We had started using the sub- 
head “A typical example of B. F 
Goodrich development in. rubber,” 


and we had actually started out to 


search for unique and unexpected 
developments. Six or eight years 
later, however, some of our man- 
agement people felt we were put- 
ting too much emphasis on unusual 
but less important developments 
They also felt that some of our 
stories gave the impression we 
could do spec ial development work 
So they 


challenged us to change the cam- 


for individual companies 
paign to a_ product-improvement 
campaign with less emphasis on the 
unusual. 

We said we believed we could do 
this without anyone noticing the 
change. So far as we know, no one 
ever did notice it except those who 
were in on the planning. Now our 
usual subhead is “A_ typical ex- 
ample of B. F. Goodrich improve- 
ment in rubber.” Since the cam- 
paign still covers a variety of prod- 
ucts, we call it our “multiproduct” 
campaign or “divisional” campaign 

Ken Akers’ part in it has been 
slightly reduced because he is now 
president of the Griswold-Eshleman 
Co. He is ably assisted by Miss 
Mary Elizabeth Landers, an excel- 
lent writer who works with me in 
just about the same way Ken used 
to, although Ken still takes part and 
does some of the writing 

A couple of years ago we made 
a test of this campaign. Some peo 
ple were referring to it as an im 


We didn't like 


the word because it suggested the 


stitutional campaign 


typical pompous or dull company 
history or factory-picture type of 
Campaign We 


product-selling 


claimed it was a 
campaign even 
though it did cover a variety of 
yroducts 

Nevertheless, some members of 
our management raised the ques- 
tion whether a campaign should 
continue for so many years without 
change. Also whether it was still 
actively selling products, not just 
the company 

I proposed a mail study to our 
business research department I 
merely suggested the method and 
the business research department 


Mail- 


ings went to a large list of indus- 


carried out the entire study 


trial kuyers asking questions, first, 


about magazines read regularly; 
preferences 


No one 


second, about buying 
for a number of products 


could tell it was a rubber company 








GREATEST CONCENTRATION OF 
BUYING POWER IN THE CHEMICAL 
AND PROCESS INDUSTRIES 


I&EC is the magazine that brings more neces- 
sary work data, ideas and new methods to the 





top professional chemists and chemical engi- 
neers in all twenty-four of the Chemical and 
Process Industries—to the important men in 
planning, development, research, design, pro- 
duction and management. I&EC is the “bible” 
of their profession! 


You'll sell these men—these important buyers 
and specifiers—when you advertise in 


INDUSTRIAL AND ENGINEERING CHEMISTRY 
Workmagazine of the Chemical and Process Industries 
AN AMERICAN CHEMICAL SOCIETY PUBLICATION 
Advertising Management REINHOLD PUBLISHING CORP. 


330 West 42nd Street, New York 36, N. Y. 


CHICAGO * CLEVELAND ¢« SAN FRANCISCO ¢ LOS ANGELES « SEATTLE 
DENVER * DALLAS 
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8th Unit Operations 
WONG is ccvcdevenst® 


Annual ’cports Roundup 
of '52 Highlights..11A 





sales promotion 


comment on catalogs 


exhibits / motion pictures 





Tool maker’s contests pull 


ENTER cies GREAT 
TOOL IDEA CONTEST! 


Yow ar ethgitte to win oom of the 
90 ralvable too! prices chown here 








Gets Ideas .. 


@ NEW USES for some 30 portable 


electric tools are being turned up 

regularly through a series of con 

Porter-Cabl 
N. Y 


owners of its tools 


test prepared by 
Machine Co 


To encourare 


Syracuse 
to send in ideas for different uses 


of the tools, Porte: Cable developed 
a continuous series of contests, in 
awarded 


which a new set of prizes is 


every six months The first five 
choice 


Merit 


ideas 


prizes consist ot the winners’ 


of a Porter-Cable machine 
Prizes < Iso are given fo 2000 
Porter-Cable 


tests with 


announces the con- 
a promotion piece that is 
pac ked with every machine shipped, 
contests 


and also promotes the 


through its many dealers through- 
out the U.S 


The contests 
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bring in more ideas 


of its tools than the com- 


pany ever dreamed of many of 


them accompanied by drawings, 


photographs and = even working 
models 
The best ideas are used in furthe: 


advertising and promotion 


Welcome booklet maps promote 
Standard through its neighbors 


booklet offered 
offices and plant 
ed Steel Co., Jen- 


kintown, Pa has a novel twist 


new welcome 
} 


to visitors at the 


ot Standard Press 


low al areca 
than 30 


new, expanded or modernized plants 


a newsworthy map of the 


showing location of more 
of nearby customers, suppliers and 
other industrial companie 

The map serves to empha ize the 
industrial growth of the company’ 
locale and to identify the 
with that 
Printed legends 
map locate each plant 
headings as, “Socony-vacuum ca- 
being increased 50°,” “New 
plant of Du Pont” 
of Sharp 


company 
growth and _ prestige 
ballooned on_ the 
with such 
pacity 
Ponsol’ dyeing 
and “$8,500,000 new plants 
& Dohme. The 


own 


mpha- 


company 


sizes its expansion with a 

starred legend, 

of Standard Pressed Steel Co.” 
Another booklet is 


keved to show locations of 75 indus- 


“$7,000,000 expansion 
map In the 
and points of inter- 


Maps are in three 
with the 


trial companies 
est in the 
colors The 
usual list of company personnel and 


their titles for the 


area 


booklet closes 


help of suppliers 


and other visitors 


ideas 


/ 
booklets / direct mail 


slide films Fs sales helps 


‘Selector’ aids buyers 
of pocketed chain sheaves 


Round & Son, Cleveland 


equipment manufacturer, 


David 
hoisting 


has brought out a “selector” .. a 


buying aid to purchasers of pock- 


eted chain sheaves and_ guides, 


grooved idler sheaves, and chain 


The new device is designed to 


help select sheaves for various ap- 


plications and contains all the data 


specifications needed in buying 


pocketed chain sheaves and chain 
selector, 


The 616x514” which op- 


erates on the slide-chart principle 


and was produced by Perrygraf 
Maywood, IIl., is being dis- 


tributed to 


Cor p., 
prospective customers 


via salesmen and direct mail 





POCKETED CHAIN SHEAVES 


bd AND CHaik 


il 3 cain 
MR 
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Shooting gallery demonstrates 
Weller soldering gun 


A unique way of demonstrating 
its soldering gun was developed 
“shooting gallery” at the 
Parts Show by 
Easton, Pa 


constructed in 


through a 
Chicago Electronic 
Weller Electric Corp., 


The target ranve, 





Advertising Units in N.E.D. 


An 18% gain in advertising 


66,400 
COPIES 


(total 
distribution) 


200,000 
READERS 


in 40,209 
PLANTS 


A PENTON PUBLICATION 


1213 West Third Street 
Cleveland 13, Ohio 


We're mighty happy about that first figure 
... but advertisers are even happier about 


the second one! 


In spite of a marked slump during the steel 
strike last June and July, the gain in in- 
quiries produced by N.E.D. has kept well 
ahead of the new records established for 
advertising carried. The current rate of 
inquiry production is actually higher than 


the charts above indicate. 


Every day, more alert advertising men are 
using N.E.D.... because today, when sales 
leads are becoming increasingly important, 
N.E.D. is delivering more for each adver- 
tising dollar invested than ever before in 


its history. 


Sales Leads Produced To Date 


A 26.7°% gain in sales 12345 
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and the magic kitchen 





Kitchen drudgery is practically a has-been, thanks to the magic of 
metalworking. And before too long, all the operations of a house- 
hold—cooking, freezing, cleaning, washing, ironing will be centered 
in one compact, highly efficient unit—made, naturally, of many kinds 
of metal. 














The mighty metalworking industry will produce the machines, the 
appliances for better living ... The Iron Age, metalworking’s No. 1 
magazine, will furnish the necessary knowledge to the men of metal- 
working who fashion these products. From the pages of The Iron 
Age, week after week, production men, metallurgists, engineers and 
top administration men gain the information that enables them 
to do their particular share in fabricating the new and exciting 
products of metal and plastics. 


THE IRON AGE... METALWORKING’S NEWS MEDIUM 


Examine any copy of The Iron Age. Unfolding before you is an 
editorial format designed to serve best the highly complex metal- 
working industry; to interest its different types of executives. Ever 
accurate, always easy to read, The Iron Age refines and streamlines 
the fast-breaking, vital news of metalworking. The Iron Age has 
earned its reputation as spokesman for the industry with an un- 
matched editorial content of industry news, engineering and produc- 
tion articles, market and price information. 


THE IRON AGE .. . HARDHITTING ADVERTISING MEDIUM 





Because of The Iron Age’s great horizontal editorial appeal to ex- 
ecutives in administration, engineering, production, and purchas- 
ing, it is the ideal medium for advertisers. The executives The Lron 
Age reaches make up metalworking’s potent buying team. The 18,537 
plants The Iron Age penetrates contain 97% of metalworking’s 
buying power. The Iron Age is the most economical medium you 
can use. 


The most successful salesman in the industry... 


No. 1 in metalworking 


@ CCA NB P A CHILTON PUBLICATION, 100 E. 42nd ST, N.Y. 17, N.Y 
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Caterpillar distributor turns 


| Sales promotion ideas .. emergency into promotion 


promotion Isnt ai 





specifi idea Or 

put into practice 
Sometimes it is a mat- 
on your toes and seiz- 


opportunity to provide serv- 
l : 


The 


rip Nejles Electri Gu wit! 


it arrives 
Look at the experience ol McCoy 
Co., a Colorado distributor for Cat- 
erpillar Tractor Co., Peoria, Il 
McCoy Co. had a Caterpillar D397 


Electric Set which can deliver 315 


anstorme! removed and an 


ubstituted 





kw. on display at the American 
Mining Congress in Denvet 

Word came that fire had knocked 
out all power units at Red Wing 


coal mine, Axial, Colo. Prompt ac- 





- tion was needed to restore the mine 
For ras © wmtst ‘ 
7 PI een ai a to operation Could Mc OY help? 
c McCoy could and did. Power 


lifts hoisted the skid-mounted en- 


SOLOERING 


gine from the exhibit booth to a 
truck and it was hustled to the 
mine. Within a few hours the mine 
was back in production. What did 
McCoy do with the gaping space in 
its booth? 

Capitalizing on an opportunity to 
demonstrate good will, McCoy Co 
filled the space in the Caterpillar 
exhibit with posters explaining in 
detail that the show engine had re- 
sponded to a call for emergency 


duty 


< 


Ready-Aim . . 


Electronic ‘Pitchman’ can be 
handy industrial selling aid 


Industrial displays in demonstra- 
tions and shows can be pepped up 
with a device used by Doering Mo- 
tor Co., Milwaukee 

Doering introduced its new 753 
Dodges with the “Pitchman,” an 
clectronic recording device designed 
and manufactured by Electronic 
Systems Milwaukee Each new 
Doering Dodge had a_ Pitchman 
strategically located in a different 
part of the car, so that whenever a 
spectator opened a door, hood or 


trunk, the Pitchman started with a 


< 


Step Right Up.. 





about the tremendous potential in the 3 
Billion Dollar research market for manu- 
facturers of analytical and plant control 
instruments, laboratory equipment and 
apparatus, reagent and specialty chemicals, 


component parts for instruments? 


and have you heard that the best 


way to reach the :mportant buying and speci- 
fying influences in these laboratories is to ad- 
vertise in ANALYTICAL CHEMISTRY 
—the on/y magazine that reaches these top- 
level men in their work atmosphere at a time 
when they want to learn about your products. 
You'll find new customers...you’ll keep old 
customers sold... because ANALYTICAL 
CHEMISTRY is read and used by the men 


you want to sell! 


ANALYTICAL 
CHEMISTRY 


sells the 3 billion dollar 


research market 
An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
CHICAGO « CLEVELAND « SAN FRANCISCO ¢ LOS ANGELES « SEATTLE « DALLAS « DENVER 
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| Sales promotion ideas. . 





imer product le as interior and exterior styling, thus 


applied 
al 


ith equal et letting the salesman concentrate on 
cle monstration }] 4 hi 1) Plving catalos 
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Sliding Photograph Panel. . 
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Cat tracks .. 


Picture stunt leaves show 

visitors with graphic memento 
Visitors to the Lindberg Engi- 

exhibit at the Metals 


show in Philadelphia were given a 


neering Co 


personal reason for remembering 
the Lindberg display 

Lindberg Engineering, Chicago 
manufacturer of industrial furnaces 
and laboratory equipment, is housed 
in an attractive pre-revolutionary 
colonial type of building. In the 
background of the company’s ex- 
hibit at the Metals show was a large 
replica of part of the front of the 
building The 


showed the colonial door and one 


Lindberg replica 
large window, and visitors were in- 
vited to have their pictures taken 
as they looked through the window 
What the visitors didn’t see was a 
picture of a luscious lady in her 
bath directly in the camera’s eye 
Using three self-developing Pola- 
roid cameras, Lindberg exhibitors 
were able to hand each visitor his 
photograph in a matter of 60 seconds 
with the amusing result pictured 
Hans 


manager at Lindberg and originator 


Bluethe, sales promotion 
of the picture stunt, said that 650 
visitors to the exhibit had their pic- 
tures taken and . . more important 

took the pictures home, where 
they showed them to friends and 
business associates as lively me- 


mentos of the Lindberg exhibit 





with CATERPILLAR service 
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HOW YOU CAN PROFIT FROM 


New Ti echniques 


New Applications 


IN BOOK MATCH ADVERTISING 


No longer is the book match considered purely a “mass 
adverusing medium. Increasing numbers of industrial ad 
verusers are finding packaged book matches the perfect 
medium for selective advertising aimed at a specific objec 
tive. Here's why: the book match gets closer to and stays 
longer with the reader. It exposes the user to its sales 
story each time he lights a match. Its message ts read by 
almost 10067, remembered by better than 35. It has no 


competion from other advertising or editorial matter for THE DIAMOND MATCH COMPANY 
Book Match d using Department 


Spring fic 


the reader's full attention. It makes possible and practical 
the use of color in small space. And distribution is a simple 
idditiona 
matter through the mail or by sales personnel 
The Diamond Match Company the originator of book 
matches has developed new techniques, new applications 
NAME 
in book match advertising that can mean a greater return 
per adverusing dollar for you. The coupon will bring you COMPANY 
some surprising and interesting facts and figures about this — 
m ¢ 
outstanding advertising medium. Mail it today! 


‘Hooper-Holmes Survey 


THE DIAMOND MATCH CO. + BOOK MATCH ADVERTISING DEPARTMENT 
125 PARIDON STREET SPRINGFIELD, MASSACHUSETTS 
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TEXTILE INDUSTRY ACTIVITY CHARTS 


Information sources: Bureau of Census, U. S. Department 


of Commerce; National Ass‘n of Hosiery Manufacturers. 


GENERAL BUSINESS (1935-1939 100) 
-Industrial Production Combined Index (unadjusted) 


-- Textiles and Products 


=. GD GE GE GEE GE GREE 


COTTON SYSTEM SPINNING ACTIVITY (ALL FIBERS) 
Percent of Capacity (16-hour day 


COTTON SYSTEM AVERAGE SPINDLE HOURS (Millions) 
PER WORKING DAY—ALL FIBERS 


RAYON BROAD WOVEN FABRICS 
Quarterly Average, Million Linear Yards 


HOSIERY SHIPMENTS—ALL TYPES 


WOOLEN AND WORSTED LOOM ACTIVITY 
Weekly Average Hours Operated, Millions 





Curve is UP! 


1953 promises to be another half billion dollar year 


upturn in activity will mean a banner year turers of textile and general industrial equipment 


t \TILE business is good. and the definite on all textile and industrial supplies. Manutac 


for the industry’s mill modernization program, ~upplies and services in 1953 will find greater 


me , } response than ever to vigorous space in PEN TIEI 
It now appears certain that | 93 capital invest- 

INDUSTRIES, 
ments in-new plants and equipment will fatten 


the averave of a half billion dollar expenditure Because of its practical usefulness to them 


annually established these past five vears. mill men regard Textink PXptusrrits as the au 


1948. $618.000.000 195] —. . $676.000.000 thoritative ter hinvie al journal st rving the ir field 
1949 2 | SE7E.000.000 1952 test)... 8570000000 When readers vet more out of a publication ad 
1950 2 6S 450,000,000 vertisers get more. too. That explains why Tex 
It is not only the makers of primary textile MILE TNDUSTRIES consistently) produces mor 
machinery who are prospering with the industry. traceable sales than does any other textile jour 
Mill expansions mean more lighting, air condi- nal. Texrine Inpesrries sells the textile in 
tioning. motors, drives, materials handling equip dustry. 
ment, TEXTILE INDUSTRIES, 806 Peachtree St. N. b., 


The rising activity curve means bigger sales Atlanta 5, Georgia 


FIRST in 
the mills... 


FIRST among the 
men in 
the mills! 


o 
¥ne; 
System, ~ Cotte, 
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10,000 Circulation 
im Major Markets 


The Alaboma Purchasor 
Bumingham % Al 


Central New York Purchasor 
Syracuse 1 New York 

The Chicago Purchasor 
Chica é il 

The Cincinnati Purchasor 
Cincinnati 3 

Connecticut Purchasor 
A { 


Anvo t 


wert 
Detroit Purchasor 
Det t ¢ N 
Genesee Valley Buyer 
Rocheste New York 
Heart of America Purchaser 
kK City \ 
The Hoosier Purchasor 
j 
The Kentuckiana Purchasor 
I ville Kent 
Mid-Continent Purchaser 
Tul 1 Ok 
Midwest Purchasing Agent 
Clevel l { 
New England Purchaser 
Boston 1 \ 
Oregon Purchasing Nows 
Portlar ie J 
Pacific Purchasor 
San Frances 5 { 
The Philadelphia Purchasor 
Philadelphia 2, P 
Southwestern Purchaser 
Dallas 1, Texa 
Southwestern Purchasing Agent 
Los Angeles 14, Calif 
Washington Pur. Agt. & Mfgr 
Seattle 1, Washington 
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Being Neighborly is Good Business! Partial List of 


Natl Advertisers 


Local Level Advertising Sells Industrial P.A.'s Using P.A. Books 


Eaton Manufacturing 


John Roebling'’s Sons 
Wickwire-Spencer 
Tube Turns 

Alcoa 

Osborn Mfg 
Bridgeport Brass 
Chase Brass 

Scovill Mfg 

Notional Screw & Mfg 
McLouth Steel 

U. S. Steel 

Jos. T. Ryerson 
Eabcock & Wilcox 
Blaw-Knox 

Reliance Etec. & Eng 
Chicago Rawhide 
Hinde & Dauch 


Associated Spring 
Corp 


thon 


Worite for Brochure with rates and mechanical information 


THE ASSOCIATED PURCHASING PUBLICATIONS 


639 Penton Building, Cleveland 13, Ohio 











Chapter activities 
of the National Industrial 





Advertisers Association 












Projects include inquiry 
handling, budget methods, 


readership and direct mail 


The latest important progress of 
the NIAA Industrial Advertising 
Research Institute is told in this 
first public, official report by Law- 
rence J. Tidrick, new managing di- 
rector of the institute. 

His report, which he consented 
to write for IM and which is pre- 
sented here exclusively, discusses 
institute policy, projects authorized 
for which machinery is now being 
set up, formation of various coun- 
cils of industrial admen for advisory 
and other functions, establishment 
of a research library, and other im- 


portant developments. 


By Lawrence J. Tidrick 


™ LAST spring, with pledges of ap- 
proximately $86,000 per year for 
three years, and money in hand for 
the first year, the NIAA Industrial 
Advertising Research Institute went 
into operation 

The subscribers elected six trus- 
tees. The seventh trustee at all 
times is the current president of 
NIAA. 


of trustees of the institute, so chosen 


The members of the board 


and presently serving, and whose 
professional backgrounds were pre- 
sented in the October issue of IN- 
DUSTRIAL MARKETING, are: John F. 
Apsey, Jr., Black & Decker Mfg 
Co., Towson, Md.; Bennett 5S. Chap- 
ple, Jr., U. S. Steel Co., Pittsburgh; 
George O. Hays, Penton Publishing 
Co., Cleveland; John C. Maddox, 
Fuller & Smith & Ross, Cleveland; 
Russell L. Putman, Putman Pub- 
lishing Co., Chicago; John C. Spurr, 


McGraw-Hill Publishing Co., New 
York; and Gene Wedereit, Girdler 
Corp. & Tube Turns, Inc., Louisville, 
currently president of NIAA. 

Announcement of the election of 
trustees was made on July 1 at the 
annual meeting of NIAA in Chicago, 
following which the trustees or- 
ganized through election of officers 
Mr. Bennett S. Chapple Jr. is chair- 
man; Mr. George O. 
chairman and acting chairman, and 
Mr. John Maddox, secretary. 

A managing 
pointed Oct. 1 and offices were se- 
cured at 1365 Ontario Street, Cleve- 
land 13, Ohio. In addition to the 
managing director, the office is nov 


Hays, vice 


director was ap- 


News 


National headquarters * 1776 Broadway, New York 19, N. Y. 
Gene Weidereit, president 
Blaine G. Wiley, exe 
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staffed with Miss Lillian Harlin, 
general secretary and bookkeeper, 
and Miss Helen McCormick, re- 
search librarian and analyst 

A technical advisory council has 
been established, including 11 ex- 
perts on research. The council 
works closely with the trustees and 
the managing director, advising and 
exercising judgment in relation to 
technical procedures involved in re- 
search projects to be considered 

The members of the technical ad- 
visory council are: Wroe Alderson, 
Alderson & Sessions, Philadelphia; 
Ross Cunningham, Massachusetts 
Institute of Technology, Cambridge; 
William C. Davis, Fuller & Smith & 
Ross, New York; Arthur H. Dix, 
Conover-Mast, New York; J. F. 
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The Advertising Man’s Best Buy! 


NIAA... the largest individual membership 
advertising organization in the world, almost 
4000 people associated with industrial adver- 
tisers, advertising agencies, publications, and 
the graphic arts. Chapters located in 33 cities 
in the U. 8. and Canada; memberships-at-large 
available to those who do not live in or near 
chapter cities. 


NIAA continuing programs, at the chapter or 
national level, include: Advertising Awards, 
Budget Survey, Business Paper Readership 
College Cooperation, Conventions and Exhibits, 
Industrial Advertising Effectiveness, Manage- 
ment Relations, Media Practices, Research 
Planning and Control, Interassociation Relations. 


Get the whole story 








National Industrial Advertisers Association 

1776 *;cadway, New York 19, N.Y 

_ Please send me a copy of the booklet “If You 
Sell to Industry’, describing what NIAA has to 
offer me, plus list of chapter locations 

Name 
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Company 

Nature of business 

Address 


City 








How to walk 


into the boss 


HERE'S A LOT that isn’t known about industrial advertising. 
But you owe it to yourself to be equipped with the known 


facts, to be able to:quote the known experiences. 


NIAA membership can help you be a man who knows the 
answers. At chapter meetings you'll trade experiences with fellow 
advertisers, agency men, representatives of media and the graphic 
arts. You'll find well-organized round tables, panel discussions, 


and business-like presentations by men in your business. 


Your membership also entitles you to draw on the library of 
information on readership, budgets, media practices, research, etc., 
organized and released by NIAA headquarters. As an example of 
such activities, you'll want to know about the new NIAA Research 
Institute. Organized last year, it is starting operations with an 
$80,000 fund, subscribed by hard-headed business men, for the 


sole purpose of getting more facts about industrial advertising 


When you walk in to the boss with the answers, you’re walking 
into a better business future for yourself. Send the coupon today 


and get the full story on NIAA membership. 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 
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without 
report 
will olles to all others at a 
price to be decided upon 
One of the primary points of in 
stitute research reports will be to 
explain v the finding hould be 
the point that what 
orks out in one parti 
ly not necessarily be 
another; that the finding 
is a guide rather than 
and universally — true 
method ‘itations se histories 
probably will a consid 
erable extent uch aS a Case history 
of a successful industrial advertise: 
and how his advertising budget is 
set up and the methods he employs 
This procedure would not do the 
thinking for subscribers, but is to 
help them in their thinking 
A liaison council i 
lished as the 


close and 


being estab- 
vehicle for maintaining 
continuing cooperation 
with other organizations concerned 
with industrial advertising and mer- 
chandising research. In this man 
ner exchange of information will be 
facilitated and po 


ol duplication ot effort avoided 


‘ ible ove rlapping 


Start Library .. The institute's 
library is being developed 
possible and will serve 
il point where informa- 
tion concerni industrial advertis 
ng ( arch i be brought to- 
gether ummarized to some extent, 
and made available. Various singu 
lar projects of ini stigational chan 
wter, such as are publicized in trade 
public ition can be collected, ai 
ticles abstracted, and bibliographies 
prepared of the writings of the prac 


titioners in the business. The facil- 
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portunity to share opinion and 


practice: na variety of topi at 
the same time as major research 
projects are in progre 
Generally speaking, we can agree 
the development and produc- 
tion of industrial goods have kept 
pace with consumer goods, but not 
the merchandising A better co- 
elling 


would seem 


operation between ma 
personal selling 


the ‘ ential element 


veloped The institute expects to 
be helpful in this respect in fai 
number of 


greater value than. the 


dollars involved 


CIAA reports 37 new 
members during past month 
@ CHICAGO A gain of 
members has been chalked up by 
the Chicago Industrial Advertisers 
Association, raising the total to 380 
paid up members. Of the chapter’ 
membership, 207 a active and 
associate member 

Lou Romigh, chairman of the e1 
ployment committee, reported that 
28 replies had been received to em- 


Noven 


ploymen Wan ads in the 


Study of direct mail problems 
conducted by NIAA committee 
@ CHICAGO A mail ; 
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conducted by 
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Tells how to sell management 
on industrial advertising 
® NEW YORK Admen must trans- 
late industrial advertising in term 
of profits in order to interest man- 
Raymond P. Wiggers, ad- 
vertising manager, Frank G. Hough 
Co., Libertyville, Ill., believes 

Mr. Wiggers told members of the 
Industrial Advertising 
of New York how he 


vertising follow-ups and keeps track 


agement, 


Association 


handles ad- 


of inquiries that result in sales 
The Hough company, manufac- 
turer of Payloader construction and 
materials handling equipment, uses 
18 business publications plus Busi- 


ness Week and Time 


placed on the trade name Payloadei 


Emphasis Is 


in all advertising and every ad offers 
a give-away usually a booklet o1 
other literature 

Mr. Wiggers explained that every 
ad has its own key address which 
identities the publication it appears 
in Records of returns are kept by 
distributors’ territories, and in- 
quiries are turned over directly to 
distributors who then — furnish 
Hough with copies of call reports 

In this way, the Hough advertis- 
ing department can tell the sales 
department at any time about dis- 


tributor action on inquiries that re- 


ult from advertising 

r each sale is made the cus- 
receives a “thank you” letter 
placed on the mailing list for 


WW hich 


information on how to get 


ustomers’ house organ, 
contains 
the most out of Hough equipment 
Mr. Wiggers reported that 62.5 
of Hough customers this year saw 
or were influenced by the company’s 


advertising 
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For single copy costs and 

advertising rates, write: 

MacRae’s Blue Book, 
18 East Huron St., 
Chicago 1], Illinois. 


Industry’s “Workhorse” 
Invites Advertisers 
Into Its 60th Edition 


Next year, the 60th consecutive annual edition 
of MacRae’s Blue Book will again produce top- 
quality inquiries for the thousands of adver- 
tisers who will describe their products in this 
most-favored, most accessible of industrial di- 

rectories. Shouldn't you have the details 


of its pulling power? 


This handy address directory, at left, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 


been received with enthusiasm 


\ 


BLUE BOOK 


America’s Greatest Buying Guide 
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All Selling is 


...and nothing specializes like the 


You can sell liniment from Lewiston to Lodi, but 
a smart hawker can sell it faster on a ski slope 
where every sitzmark parks a prospect at his feet. 

It's common selling sense: he specializes . 
and it pays. 

This is specially good sense when you're selling 
to business. For the catch-all word “business” 
lumps together a whale of a lot of specialties — and 
specialists. The job of the business press ts to sort 
them out... parcel them in neatly specialized cus- 
tomer groups. It’s a job no other media can do. 

Matter of fact, its an extraordinarily complex 
job. Business papers pinpoint specific markets, 


cover every field of business, go where almost every 


product’s made or bought or sold. They work at 
specific job levels... sell presidents, production 
men, engineers, merchants, technicians. Still more 
important, business papers don’t just reach mar- 
kets; they help to build them bigger. They prime 
your customers with the facts of their own special 
business, prod them with new ideas, spark new 
action, pave the way for personalized what’s-in-it- 
for-me advertising that parks prospects at your feet. 


That, sure enough, is a job no other media can do! 


Does all this specialization pay off for adver- 
tisers? The indications are mighty substantial: This 
past year, they invested $300,000,000 in business 


papers ...some only a few hundred dollars... 





specialized 


business press 


some more than a million. They’ve found that, 
whether you're selling steel or stockings, pumps or 
paint, toys or tea, you can sell a lot more... a lot 
faster ...and for less...if you advertise first in 
the specialized business press. 


HE ASSOCIATED 
BUSINESS 
PUBLICATIONS ......... 


205 East 42nd Street, New York 17 MUrray Hill 6-4980 


LOOK DOWN THE LIST of ABP members... 


you'll tind the top flight publications in 


field after tield. They're all ABC 


audited... 


paid for (to the tune of more than $8,000,000) 
by over two million subscribers. And remember, 
paid circulations are made up only of people 
who have been attracted to the publications’ 
editorial service. Look for the ABP and ABC 
symbols when you select the specialized 


media for your business advertising. 
They mark great business papers! 
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Capital goods replacement challenges 


business papers, advertisers 


By J. F. Fitzsimmons 


Some strange things seem to be happen the toughest problem s dit as three years ago 
ing to our economy. For instance, plant ked Inevitably, sale gan : That's what business has done 


expansion programs are rolling along at oftened u Salk 


about its sales problems Now, how 
the same time that management worries not push Faced wi : about the need for greater capacity? 
t se resent production. The role ; . 
abou olting prose P ibility « -emergence ell- At the end of the war, we were 
of advertising and selling in the midst of “ ean 
h ; , 2053 end problems, realistic business men producing at record rates. To do 
these puzzling phenomena in 1953 an : ; : ‘ 
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beyond will be important. How important ‘ 
ton an { \ oun lent a- hal \ al ‘ - - I 4 
and what specifically can be done is out uor d the found ple y ol rea manpower barrel than ever before 


lined in this address to the Chicago Busi on for concern Also, we had to reverse the long- 
ness Publications Association. At the san time, bu en time trend toward shorter hours 

more clearly than 1 ; To all but the most penetrating 

the growth potentials Ul ysts, the important questions in 


and our economy ‘hey al Saw 1945 were “What will we do with 





thie need for growth aintain all the men and women in the 
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t! meetin and busine conven- a word usine men had mort hell loading plant a “How 
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Pin-point Coverage in the 


1198 
1,129 


395 


Lower 
Mississippi 
Valley 


879 


Other 


7 67 States 674 


1,328 


Construction News Monthly is the 


Lower Mississippi Valley 


Construction News Monthly and Construction News (Weekly) provided far 
more information to the construction industry during the past year than any 


other publication in this area. 


Last year's (1952) contents show: 


1,419 photographs, including pictures of 1,503 
identified personalities 

19,211 column inches of news reports 

1,118 pages of advertising, including 582 in color 


LITTLE ROCK, ARKANSAS 


January 19% [uz 





How 1953 looks to me 


By Joseph S. Hildreth 
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from SEED to PLATE 


...1s chemistry 


all the 


CHICAGO 
CLEVELAND 
SAN FRANCISCO 
LOS ANGELES 
SEATTLE 
DALLAS 
DENVER 


way ! 


Agricultural 


It’s a long, hard road from the time the 
virgin seedling pops its head above the 
ground, ‘til it makes its last appearance 
on somebody’s dinner plate. And helping 
to pave this road is Chemistry... today’s 
best answer to tomorrow’s pressing agri- 
cultural and food needs. 


When you talk Chemistry you talk about 
the chemist and chemical engineer. . 
The men behind the great developments 
that increase our agricultural and food 
production... the professional men who 
will be served by a new medium con- 
tributing to the advancement of their 
$30,000,000,000 industry — AGRICUL. 
TURAL AND FOOD CHEMISTRY. 
Published every two weeks, it will carry 
the complete news developments and work 
material to 10,000 professional chemists 
and chemical engineers ... the only mag- 
azine that will bring them the profes- 
sional material they need to keep abreast 
of their field. 

The first issue will appear April Ist, 
1953,and orders are now being accepted 
for all space positions. 


and Food Chemistry 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 
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numbe} nomic ile To a degree, therefore, 
racti iow consid- yme OL our Capacity is a liability, 
upplier Thi ! commonplace sun their firs rather than an asset The spotlight 
major in ive advocate in tl nt turned on these machines 
publicatior ness men must be “sold” on the 
hich ror t ith this in mind thi vel] that some machines should be 
ven though they are still 
They must be shown the 
In maintenance cost alone 
which they pay for using super- 

annuated equipment 

While I don't think 

machit \ it - highe iX nly i l am king about 

come irom ty ur VO ] en t \ \ th easy one I 1 that can be 
pansion al d } th a ) ! i l n 1 ‘oO mada We s Y imilat 
it With the need ! O} ) itabl ust ideas sold he Yi area 
down more nearly ines } vol ne uce Witness, for example the SuCCeSS 
m growth rates, we per is of the automotive and petroleum 
fter the replace f in individual busi industries in selling regular auto- 
ment market with influence i volum mobile maintenance or the success 
With pectacular expansion 1 bi ondition lay an of the insurance companies in sell- 


recent yeal till fres} importa pal Th { ng regular dental and medical care 


i mind idea of tackling the re an I J \ K OF u Must convince business men that 
placemen mark vith anything it ost } ape} } ino more afford to postpone 
approaching reli how n \ us hoy hi replacement and modernization, in 
hard te imagin And I can add that ‘he { ic] on 1EN their businesses, than they can defer 
if it’s hard for the publishes whi nethods and Npros I i their personal medical attention 
up any enthusiasm, goodne no practices are undoubtedly influential This job needs doing for many 
it’s at least as hard for the machir and beneficial But ther First, it v be the only 
ery builde: another area that pr way that the individual business can 
But we all will have to adju t oul i li good } ni produce at competitive cost and 
thinking somewhat Weve come to ! | ine lal j still operate profitably Second, its 
think that nothing is happening at the ynomy who That importance to those supplying in- 
a plant unle a massive addition i the widespread development { dustry is self-evident What can 
underway We've gotten so used to sound re plac ement and moderniz also be forgotten is that it is ac tually 
dramatic steps that, somewhat lik: tion program vital importance to our country 
Hollywood, anything less than ; 1 tremend WINS n \ history of a rising tandard 
lossal” becomes insignificant lal which we hay } no f living is not a history of harde 


In the last few years some of the advan FPOU ! n Oo phy ical work, but of better use of 
most interesting articles in the busi ( » economy inly don’t machines and power. If this record 
ness pre have concerned the in believe that we ci + ng is to be maintained, we cannot let 
stallation or starting up of giant new with a aster plan” our physical plant deteriorate. What 
machines. Maybe the “story” of the feel that more systemati pl is more we cannot afford to, from 


future lie in the fact that some of ment program yuld sold’ ) a national defense point ot view 


these modern monsters were placed business to th efit « ry Our best hope to offset the numer- 


alongside machines that occupy too concerned ial superiority of our enemies Is 
much space relative to their output Busine have j n ike our Manpower count. Cer 
which consume too much powe! tribution mak \ | v \ - ni he last war verifies this fact 
which have too high serap rates, 01 ness men that high atins ‘here » must keep our pro- 
even more likely, require too much st ising f{ n hods. uctio ant modern. We can't af- 
hy priced maintenance high i SS ( ( lete ! 1¢ » let selve fall 1 the 
*rhaps the intense gleam from } 
w beautic has blinded us to 
fact that there is a swell collec 
mechanical zombies” still at 
our enormous productive by | men id mact ‘ ay Th i clining sales 
fixed 
the business pub- uN vast \ nsio! But 
siness publi he i it alt ly | . many | hope 
cations are tl focus of new i th ido xpal that business papers will 
ideas for the industries w hich they SLO whi nav here is a sharp bead” on that. re¢ placement 
serve. Many business papers speak immense amount of machin in arget to help their readers meet 


with a voice of unequalled authority | which has outl i his threat to profits 





What's happened to the man you want to reach with your advertising ? Has he passed 
away? Has he been transferred ? Promoted ? Demoted? Is the firm for which he works 


in a new line... out of business ... or not in the market ? What about the new 


men and new firms coming into your market 7 How long will it be until your advertising 
reaches them? Kecognized statistics show a mortality or change in lists of buyers 
of over 300% per year. How can you be sure that the money you invest in 
advertising will not be spent “im memoriam”, but will be used only to sell men 
who are in the market to buy your products or services ? 


;acULATION 


C | 


ited) 
7 A. Audite 
(Cc. Cc In certain markets, obsolete circulation is not a “necessary evil” hecause 


there is a method that delivers your advertising message only to authenticated 


buyers. It’s called “FRANCHISE CIRCULATION” (C.C.A. AUDITED) 


In each market covered by the publications listed below, there are local 
distributors, wholesalers or agents who know the active buyers better 
because they make their living by constantly calling 


than anyone else 
' They not only know the names of the individuals but are 


on these buyers 
immediately aware of any changes in plant personnel or needs. Through 


the FRANCHISE CIRCULATION method these changes are reported 
No wonder FRANCHISE CIRCULATION produces 


and verified daily! 
it delivers buyers! 


outstanding results for advertisers 


Write for free booklet “How Franchise Cireulation Operates” 


INDUSTRIAL PUBLISHING COMPANY 
1240 ONTARIO STREET © CLEVELAND 13, OHIO 
Member C.C.A. 
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Announcing A Brand New Monthly Magazine 


Advertising 
Requirements* 


*Published by the Publishers of Advertising Age and Industrial Marketing 
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Edited Especially for use in the Advertising Departments of National, Regional, and large 
the Promotion Departments of Magazines, Newspapers, Business 


and in the Production, Art and Merchandising De- 


Local Advertisers . . . 
Papers, Radio and TV Stations . . . 


partments of Advertising Agencies. 


A Factual, Graphic, “How-To-Do-It’) Monthly Guide for Advertising and Promotion Man- 
agers, Art Directors and Production Managers, Radio and TV Production Workers, Mer- 


chandising Executives, ete. 


Ist ISSUE OFF THE PRESS JANUARY 20, 1953 


Mail this Special Charter Member form today Ss 
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Invaluable to Every Advertising Man Who Must Make 
Decisions On Production, Promotion and Merchandising 








Here's the workbook of the advertising profession. The 
only magazine that’s devoted to all of the things an 
advertising man does besides buying time or space in 


advertising media. 


Advertising Requirements will cover all of these non- 


media functions, in detail, in depth, with penetration. 


It will be a down-to-earth book, filled with material 


you can apply directly to your work today or tomorrow. 





. ART AND PHOTOGRAPHY 

. PRINTING AND BINDING 

. SAMPLING AND COUPONING 
- PAPER 


. SIGNS AND IDENTIFICATION MATERIALS 


. PREMIUMS, PRIZES AND SPECIALTIES 
- RADIO AND TV PRODUCTION 





Fifteen Separate Sections In Every Issue! 


15. PROFESSIONAL SERVICES 


It will steer clear of the theoretical and the discursive. 
Instead, AR will bring you how-to-do-it information 
and important product and technique developments, in 


simple, casy-to-get-at style. 


Each issue will contain helpful. concise information 
about New Products and Services, How To Buy It, How 
Advertisers Use It, New Sources of Supply, and New 
Methods and Ideas on each of the following fifteen 


definite subjects 





8. PHOTO ENGRAVING AND PLATEMAKING 
9. WINDOW AND STORE DISPLAYS 

10. LABELING AND PACKAGING 

11. SHOWS AND EXHIBITS 

12. DIRECT ADVERTISING 

13. AUDIO & VISUAL AIDS 

14. TYPOGRAPHY AND LAYOUT 





© RESERVE YOUR CHARTER MEMBERSHIP TODAY — The demand for Advertising Require- 


ments is already extraordinary. 


For it brings to the advertising profession a service that has 


been needed badly for years! But — because of the high costs of publishing — the initial cir- 
culation quota has been set low. Thus, it is important that you reserve your subscription im- 
mediately to assure yourself a monthly copy of Advertising Requirements. 


© Clip and mail this coupon today. It assures you of receiving Advertising Requirements regularly 


despite a limited circulation quota. 


Mdivertising 
Requirements 


200 E. Illinois Street - Chicago 11, Ill. 


Published hy the Publishers of 


Advertising Age and Industrial Marketing 


Please enter my subscription at once for 


My Name 
Company 
Street 
City 


Lj Payment enclosed Bill my firm 


1 year (12 issues) at $3, or 


2 years (24 issues) ot $5. 


Title 


Bill me 
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Population Growth Builds Industry Advertising Helps Pay For Itself 
® Most of the experts forecasting good busine @® Advertising is used by most companies as a 


for 1953 emphasize the prospect for continued iormal means of sales development and accelera- 


growth of the population of the United State ion, and its costs and results are measured in 
since the needs of pr ople determine the sale 10 term However, there are so many collat- 
opportunitic of busine Even though buying ! flowing out of consistent adve) 
power must accompany increases in population ising the is worth while occasionally to note 
Ame Pita ability to provide employme nt and in 
come tor so many of its people continues to justily Th ea one 1 tt most successful com- 
industrial expansion and the steady upward curve ani in pecial fields was commenting re- 
in total business and in sales to industry improved position which a com- 
While the immediate market for manufactur any attal xv virtue of its advertising, addressed 
4 industrial equipment, supplies and material nany markets and ultimately improving. its 
determined by the number ize and operating reputation and position with the public as a whole 
ates of manufacturers and other industrial buy He gave an interesting example of how this en 


} 4 ] 
el industrial marketer must constantly keep hanced reputation works 


in mind the potential represented by the econ The company Was negotiating a long-term loan 
as a whole. A domestic consumer purcha vhich was to be handled through the issuance 
ing a refrigerator, air conditioning unit or othe: of debenture The same banking firm which 
appliane ‘is really the ultimate consumer ol many took care of its financing was at the same time at 
industrial products, from metals to motor Even ranging for a similar loan to a much larger com- 
in the case of purely personal consumption ich any in the same area. Jt turned out that the 
as food, clothing, cosmetic ete., the manufactur inte t rate for the latter was .25° higher than 
ers of products in this field are custom in the case of the first company, whose advertising 
dustrial markete) ind their buying volume na been advising industry and the public ol its 
course determined by the extent of market: fo. facilities for many years 
their own goods among general consume When the head of the company paying the 
Thus the over-all outlool fo. that part higher interest ratc complained to his banker, he 
American industry which sells to other segment was told that it resulted from the fact that his 
of industry is determined in large measure \ company was not so well known, and the market 
the growth of the country as a whok by ‘ for its securities was therefore not as broad as 
more numerous familie improved standard that for the other company 
living and employment at a constantly rising rate This is in line with studies which have been 
of compensation. To make America more pro made from time to time by financial experts, who 
ductive, therefore, is not merely desirable, but have analyzed security values as_ reflected by 
is necessary in order to continue the progress stock market quotations both for companies which 
which has been recorded for many years, with are well known through advertising and others 
occasional mterruptions due to de pressions which which do little or nothing in this direction Al- 
for the most part have represented only tempo most invariably it is found that companies whose 
rary setbacks names and products are well known to the public 
The contributions to economic progress of those are rated higher, in terms of prices paid for their 
responsible for selling industrial products which stock equities, than those which are relatively 
make possible lowet eosts, increased production unKNnOoOWwnNn 
or better quality are seldom sufficiently empha While security analysts consider plant and 
sized. It is better machines, materials and meth equipment, inventories, cash and other assets 
ods, plus intelligent, trained manpower, which which determine book values, the real question 
assure the production of more and better prod- which they ask is, “How well is the company 
ucts, in turn broadening markets, increasing em- established in the market place? What does the 


ployment and national income, and establishing public think of it?” They know that the answers 
new and higher goals for industrial expansion and to these questions determine earning power, the 


output only satisfactory basis for market value. 
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Sub-miniaturization! 


Very soon, a tumbler-full of complex 
radio-electronic equipment will fly 
an airplane! Circuits have been flat- 
tened to the size of a post-card, and 
radio-tubes to match-heads. “Radio” 


becomes a part of every industry! 


WHAT BECOMES SMALLER 


Radio engineers call this program ‘‘sub- 
miniaturization”, a self-contradictory word 
because as radio components are engineer- 
ed down to thimble and pinhead size, elec- 
tronic become 


applications in industry 


wider and greater. Already, military 
needs have stimulated radio-engineers to 
produce a signal system in the nose of a 
bomb, no larger than a man’s hat which 
will direct and control tons of steel and 
The 


practical reality. 


dynamite. wrist-watch radio is a 


WHAT GROWS LARGER 
The industry radio has created is sky- 
rocketing to new heights. Symbolic of the 
whole trend is the bristling array of an- 
tennae on the tops of homes and apart- 
ments and the jump in TV picture tube 
sizes from 6 to 21 inches. More than 1,000 


technical meetings a year are held by IRE’s 


31,000 members in seventy-eight active sec- 


tions in every part of the English Speaking 
world. The volume of published informa- 
tion required to feed this engineering pro- 


gress is enormous. 


For forty years, without need of change of name or direction, The Institute 


of Radio Engineers has published its “Proceedings of the I-R-E” — a 


monthly magazine by radio-electronic engineers, for radio engineers. It 


is an unabridged, accurate, working textbook-up-to-the-minute. 481 adver- 


tisers use its pages to keep their products before design men — to sell in 


the pre-specification stage of this dynamic industry. 





“Proceedings of the I-R-+k” 


Published by the 


INSTITUTE OF RADIO ENGINEERS 


Advertising Dept. 303 West 42nd Street 
New York 36, N.Y., Circle 6-3026 





Radio 


Communications 


Television Electronics 
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PIONEER Spec ath 


Art Tells Story .. 


Allegheny Ludlum * M4 


a picture of some SPECIAL ALLOY STEEL 


much more to tt 
than appears on the surface 


PIONEERING 





Allegheny solves illustration 


Cover Story 


® THE SUBMARINE picture gracing an 
Allegheny Steel 


Pittsburgh, was plucked from 


ad fon Ludlum 
Corp., 
an agency waste basket and con- 
verted into one of the most success- 
ful illustrations in the company’ 
full-color campaign 

The photograph, a water-level 
view of a submarine cruising at op 
erational depth, had been discarded 
because of big difficulties in repro 
ducing it in color. The story 


World events 


were in the closing months of 1951 


being what they 


When the campaign was in the plan- 
ning stage, it was naturally con 
sidered desirable to show some. of 
the fighting applications for Alle 
gheny Ludlum's special steel prod 
ucts (in a hot war, defense priorities 
take all of them: a cold war takes a 
healthy percentage ) 

Submarine service was one of the 


uses desired. Aviation was anothe 
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naturally; but while there’s plenty 
of fine, eye-stopping color photog- 
raphy available on air fighters, the 
pickings turned out to be pretty 
lean in the case of the underwate 
arm. There was some static stuff in 
color, but nothing like the arresting 
close-up that the agency had used 
for sketch purposes 
The photograph was black and 
unfortunately a U.S. Navy 
It was 


white 
photo released in July, 195] 


taken on an officers’ training cruise 


and undoubtedly shot with a tele 
scopl lens from a surface craft o1 
another sub 

‘he photo was unusual 


itself to a fairly intriguing headline 
when it developed that it couldn't 
be replaced by an actual color shot 
because of multitudinous difficulties 
the agency elected to try a Flexi- 
chrome rather than to have a paint- 


made or to consign the whole 


to perdition 
Fle X1CI ! SS 1S COM- 
course 
sake of 
late-come! if nvolves making a 
special black-and-white print from 
the original subject. The print is 
virtually a die image, which will ac- 
cept color in the proportionate 
amount and intensity in which tone 
values were present in the original 
The color is applied by hand by 
an artist working with the photog- 
raphe 

The first job on the submarine 
photo went straight to one of the 
agency's waste-baskets, from which 
it was just as promptly rescued 
when anothe photo-and-art-studio 
team claimed they could do it ac- 
ceptably. They even asked in the 
interest of realism (one of the team 
had some Navy background) wheth- 
er the sub had been operating in the 
North Atlantic off New London, or 
in the Caribbean off the Florida 
Keys. Nobody knew for sure, but 
elected the latter for the sake of the 

blue, blue tropical ocean 
Flexichrome went 
Colors 


The second 
straight to the engraver 
were a little rich but the original 
had been a bit dark, and the sky ef- 
fects and elements of the sub were 
restrained and in fairly good _ bal- 
ance. The white water showed real- 
The job plated and re- 
Credit for 


salvage job goes to 


istic motion 
produced satisfactorily 
an effective 
Newman-Schmidt Studios and Town 
Studios, both of Pittsburgh, the 
photographer and art source, re- 
spectively 

Media for the campaign included 
Business Week, Fortune, Newsweek, 
Time, U.S. News, Factory Manage- 
ment & Maintenance, Iron Age, and 
Steel 

As to results, there was a method 
of measurement, since all the rest 
of Allegheny 


publication advertising is keyed. In- 


Ludlum’s business 
cuiries ave tabulated monthly, and 
after all other sources are tracked 
down there remains a quantity of 
inquiries which are simply desig- 
nated as “no source,” and so carried 
in the report. “No source” inquiries 
have risen suddenly from a steady 
100 or two a month to an average 
of nearly 1,000 monthly since the 
start of 1952, when this particular 


campalen began 








Exactly what can IEN 
do for you this year? 


In a word, INDUSTRIAL EQUIPMENT NEWS can 
help you get your share of the new business to 
make up for and exceed what Uncle Sam doesn’t 
buy. 


To keep old wheels turning, no publication 
delivers more foot-pounds of selling energy 
per dollar than IEN. 


gut there are a lot of new wheels turning 
this year. 
Business needs: 

NEW products 


NEW plants NEW parts 
NEW equipment NEW materials 


Above all,business needs NEW MARKETS! 
That’s where IEN shines. It explores, finds 
and sells in one thrifty operation. 


Reason: 61,794 of the most actively buying 
plant officials: (1) rely on IEN for buying 
ideas; (2) check the Product Finding Index 
on page one against their immediate needs; 
3) leaf through the book for product news 
and buying information. They are finding 
what they need while your products are find- 
ing new markets. 


USE THIS COUPON FOR HELPFUL INFORMATION 
Read the advice of a well The six items listed below are available in our Media Data 


— File folder—yours for the asking. This folder contains all the 
known advertising agent, Fay information you need to indicate how Industrial Equipment 


News can carry information on your products to all manv- 


Keyler, President of O. 5S. Tyson facturing industries. 


i ; 1—NIAA Report 4—Inquiry checking and 
& Co ] Inc i] on keeping up 2—CCA Audit analysis work sheet 


with changing markets: 3—The EN Plan (how to 5—Work sheet for new 
reach the men in industry product publicity 
: ; ‘ ‘ who specify and buy) 6—Check chart for 
“It’s a pretty well established fact that one of the advertisement analysis 
many jobs advertising can do for business is to 
explore and develop new markets that salesmen j ro | : | 
eae have time reach. The sales force of the n ustria 
average company today is maintained on the basis . 
of actual or short-range sales results. It is difficult 
to have a large enough force to seek out or develop 
new or marginal markets. This is particularly true 
in changing times and in industries in which 


technological developments come fast. Industrial Equipment News The Original 


re : res Thomas Publishing Company 1EN 
Government buying to satisfy our present econ- 461 8th Avenue, New York 1,N.Y. Founded 1933 
omy has forced faster development. Changes in 

design occur almost overnight; sometimes even Send to 

before the manufacturer has had time to produce Name 

and deliver the original order. The tempo of Title 

today’s new business is so fast that it is far 

beyond the ability of the normal sales force to Company 

sell and at the same time keep abreast of changes. 
There is a way, however, to seek out new markets, 
new business, and at a fraction of the cost of an ( ) complete media data file 
enlarged sales force—Industrial Advertising.” ortemno.l( )2¢ )3 


Address 





‘Oil & Gas Journal’ leads again, 
with ‘Iron Age’ a close second 


ng volume tabulation begins 


8 Oil & Gas Journal carried 7,626 

of advertising in 1952 u 

pain of 7 over the previous yeat 

to lead the busine publication 

field in page volume fo the fourth 
consecutive yeat 


Iron Age 


gained ground 


Which placed second 
again ubstantially 
on Oil & Gas Journal. Tron Age 
gained 10°, 


it trailed Oil & Gas Journal! by only 


to hit 7,335 paves. Thus 
291 pages, after trailing by 477 pages 
a year aZzo 

Machinist, Steel and 


Engineering News-Record contin- 


A merican 


ued in third, fourth and fifth place 
respectively 

Greatest single gain among. the 
top 65 in the industrial group was 
Chemical Week, up 64.5' Tool 
Engineer gained 61° American 
Machinist gained 24°,, Product En- 
increased 21°, Othe 

Aviation Week, 28°, 
Mate- 


gineering 
sharp gains 
Chemical Processing, 28°, 
rials & Methods, 21°; 
Reflecting the reported increase 
in air passenger-miles over Pull- 
man passenger-miles, Aviation Week 
rose from 20th to 15th place with 
a gain of 703 pages 
Building, ranked 


1951, was split into two 


Magazine of 
24th for 
publications, Architectural Forum 
and House and Home, effective Jan- 
uary, 1952, and these magazines are 
now tabulated separately Thei 
total of 3,217 pages, 1383 for the 
Forum and 1,834 for House & 
Home, was 874 pages, or 37.5°; 
greater than the 1951 total of Mag- 
azine of Building, 2343 pages 

Electronics and Electrical World, 
sixth and seventh respectively in 
this year’s tabulations, almost ex- 
actly reversed their positions of a 
Electronics carried 4,326 
pages, a gain of 19°7, while Elec 
trical World showed a total of 4,248 
pages, for an increase of 14.3' 

The leading 


tions, their rank and pages, are as 


year ago 


ndustrial publica- 
follows 

Pages 
1952 1951 
1. Oil & Gas Journal 62¢ 3 
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on page 147 


owoo nN OW 2 WO DN 


. lron Age 

. American Machinist 

. Steel 

. Engineering News Record 
. Electronics 

. Electrical World 

. Product Engineering 

. Chemical Engineering 

. Machine & Tool 


Blue Book 


. Machinery 
. Modern Machine Shop 
. Factory Management 


& Maintenance 


. Purchasing 

. Aviation Week 

. Automotive Industries 
. Mill & Factory 

. Machine Design 

. Petroleum Engineer 

. Railway Age 

. Architectural Record 
. World Oil 

. Textile World 

. Design News 

. Chemical & Engineering 


News 


. Chemical Processing 

. Foundry 

. Power 

. Commercial Car Journal 
. Construction Bulletin 
. Materials & Methods 
. Southern Lumberman 
. Construction Digest 

. American Builder 

. National Provisioner 
. Heating, Piping & Air 


Conditioning 


. Coal Age 

. Paper Trade Journal 
. Constructioneer 

. Petroleum Refiner 

. Modern Plastics 

. Pit & Quarry 

. Chemical Week 

. Modern Packaging 
. Tool Engineer 

. House & Home 

. Textile Industries 

. Metal Progress 

. Electrical Construction 


& Maintenance 


. Woodworking Digest 
. Engineering & Mining 


Journal 


. Mechanical Engineering 
. Baking Industry 

. Trattic World 

. American City 

. Paper Mill News 


. Tooling & Production 
. National Petroleum News 
. Telephony 
. Food Engineering 
61. Production Engineering 
& Management 
62. Construction Methods & 
Equipment 
63. Fleet Owner 
64. Practical Builder 
65. Progressive Architecture 


Product News . . The publication 
with the highest volume, Industrial 
Equipment News, showed a unit in- 
crease of 8.6°, 

1. Industrial Equipment News 

2. New Equipment Digest 

3. Electrical Equipment 


Trade .. These publications were 

the top ten among the 55 trade pub- 

lications Of these, Boot & Shoe 

Recorder showed the greatest per- 

centage increase . . 10.8%. 

1. Florists Review 

2. Hardware Age 

3. Industrial Distribution 

4. American Lumberman & 
Building Products Mer 
chandiser 

5. Implement & Tractor 

6. Boot & Shoe Recorder 

7. Building Supply News 

8. Domestic Engineering 

9. Office Appliances 

10. Motor 


Class .. Among the top ten in the 
class group of 25 publications, Na- 
tion’s Schools showed the greatest 
gain . . 11.8% 
1. Journal of the American 
Medical Association 
2. Advertising Age 
3. Modern Medicine 
4. Modern Hospital 
5. Medical Economics 
6. Industrial Marketing 
7. Oral Hygiene 
8. Nation’s Schools 
9. Dental Survey 
10. Hotel Management 


Export . . Of the five top export 
publications, from a group of 17, 
Automovil Americano led with the 
greatest gain in pages . . 11.4%. 
1. American Exporter 

Industrial 
. American Exporter 


. Hacienda 
. American Automobile 


2 
3. Automovil Americano 
4 
5 
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Keep your name 
before the men with 


BUY 








Flew many of the inquiries you get from in- Reason? Every copy of C-MPD goes to an 
dustry RESULT IN ORDERS? 


1 out of 10, you're up to par. chasing) with PROVED buying power... the 


If the ratio is about industrial executive (plant, engineering, or pur- 


Now let’s look at inquiries produced by the man with Buy on his mind. Then too, industrial 
CONOVER-MAST PURCHASING DIRECTORY. In buying guides are used when there’s an order 
case after case, from 3 out of 10—to 8 out of 10) to be placed now. The information you send 
inquiries turn into orders. That’s 200 per cent isn’t wanted for the future—or for filing—it’s 
better than average! wanted to fill an immediate need 

You'll get more actual, traceable business per 
dollar of advertising cost through dependable 
industrial buying guides than through any other 
source, And C-MPD gives you 69 per cent 


greater coverage than the next directory 


The PURCHASING DIRECTORY 
Industrial Buyers Reach for 


..With ONE Hand! 


Learn what it can do for you... write, without obligation, today 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 69% MORE MANUFACTURING CIRCULATION 


Conover-Mast an 
PURCHASING DIRECTORY [i nn 


THOMAS’ 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. REGISTER 


BRANCH OFFICES 
NEW YORK «© CLEVELAND © LOS ANGELES MANUFACTURING CIRCULA 


CONSULT YOUR ADVERTISING AGENCY 





Planned capital expenditures for 1953, compared with actual expenditures since 1945* 





change 


1953 from 1952 1952 1951 


Manulacturing 


Non Durables 


Other Non-Durables 

Mining 

Railroads 

Transportation & 
Communication 

Public Utilities 

Commercial and 
Miscellaneous 


GRAND TOTAL $26,271 


$26,860 $23,126 $17,832 


1950 1949 


$18,021 


1948 1947 1946 


$20,032 $17,426 $12,922 





Editors forecast: 


Most industries see good year, 


@® ir Looks like a vood vear fot 

ist segments of industry in 1953, 
particularly the first half, most busi- 
Ness publication editors agrec 
industries, the second 


For some 
half is |e Industrial con- 


struction may take up the slack in 


certam 


private construction Capital eCXx- 


pansion will ‘ 
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ontinue strong 


Editors’ forecasts, industry by in- 


dustry, are as follows 


Air Conditioning. 
Heating, Plumbing 


Domestic Engineering 


® MOST IMPORTANT marketing fact 


in the field of plumbing, heating, 
air conditioning and allied appli- 
ances for 1953 lies in the remodel- 
ing field . . modernization of kitch- 
ens, bathrooms and heating plants 
in the nation’s aging homes and 
other buildings. Dramatically un- 
covered and reported by Domestic 
“The Bay City 


Story,” the vast market potential 


Engineering in 


which exists here can be a major 
source of revenue to all members of 
the industry who aggressively pro- 


mote it 
Fueloil & Oil Heat 


® PRESENT indications point to oil 
burner installations in 1953 of ap- 





proximately 750,000 or 412°;, above 
the 722,000 installed in 1952. 
True, new home building may be 


off a bit, but new homes normally 


account for only about 37-38°% of 


oilheating installations. Conversions 
from coal are still our big market 
source. 

For the first time in five years 
fueloil will be in very easy supply 
throughout the country, probably in 
a surplus position, and this will have 
a promotional effect. 


Heating, Piping & Air Conditioning 


® PERHAPS the single development 
most significant in the field served 
by Heating, Piping & Air Condi- 
tioning is the impetus in wide pub- 
lic acceptance of air conditioning as 
a more or less standard feature of 
almost any type of building . . in- 
cluding apartments and residences 
Air conditioning is a first considera- 
tion not only in new buildings, but 


in modernization of old ones 


Aviation 


American Aviation 
® WHILE the industry expects a 
high level of aircraft manufacturing, 
it will watch policies and actions of 
its biggest customer .. government. 
Re-examination and re-evaluation 
of entire defense program is almost 
certain; this will directly affect the 
aircraft builders. But no slacken- 
ing of volume is expected although 
a few companies are not faring as 
well as before due to shifting policy 
requirements by military. General 
outlook: Excellent 
Aviation Week 


® MONEY will flow into the aviation 
industry at an increasing rate up to 
mid-1955 and remain at a peak for 
another year as planes ordered since 
the USAF buildup started in mid- 
1950 are delivered. Money for air- 
craft and related procurement in the 
1954 fiscal year budget will drop be- 
low $10 billion 
peak of $12.6 billion, climbing from 
$8.1 billion in 1951 fiscal year to 
$11.8 billion for 1952. 

Guided 


buck the downward trend in pro- 


This year it is at a 


missiles, however, will 


curement. 


Building 


American Lumberman 


® OVER-ALL construction will go 
forward to a new volume and dolla 
high in 1953. On the other hand, 
light construction .. home and farm 
building . . may decline in 1953 as 
much as 5% to 15° as compared 
with 1952 volume totals 

This is significant because light 
more mMmanh- 


construction employs 


power and less machine powell In 
relation to dollar volume than heavy 
construction 
If the 


light construction industry will put 


construction Light 


lends itself to creative seliing 
on its creative selling shoes, this 


area, too, might surpass 1952 


Architectural Record 


® prospects for architects and the 
construction industry they serve are 
definitely encouraging for 1953 
Dollar volume of architectural and 
engineering contracts are expected 
to about equal the high volume of 
1952. Certain categories of building 
will show sharp increases as a result 
of the relaxation of controls. The 
material supply situation will be 


greatly improved 


Building Supply News 


® TREND among lumber and_ build- 
ing material merchants is to expand 
services to home owners, including 


With this 


plus retail business, dealers expect 


hobby workshop fans 
to hold profits up to 1952 level 
Business with trade contractors will 
run about the same as last yea 
More aggressive selling to the 
consumer will mean new display 
rooms; product demonstrations and 
schools; experimentation with self- 
sheds; retail 


service stores and 


“nackages” of building materials, 


from play pens to complete houses 


Construction Digest 


® ouTLooK for Illinois, Indiana 
Ohio and surrounding trade areas 
is reaching a staggering sum for the 
engineering-construction market 

In addition to the $2 billion spent 
annually, an extra $3 billion is be- 
ing made available for: 


1. $1.2 billion atomic energy plant 


in southern Ohio and a $459,000,000 


expansion at the U-235 works neat 
Paducah, Ky 
2. Two new 


electric generating 
plants costing $850,000,000 to oper 
ate these wat projects 
3. New 
Indiana and 
$500,000, 000 
Much of the 


pleted in 1953 


high-speed turnpikes in 


Ohio estimated at 


work will be com- 


Construction Methods & Equipment 


® NEW CONSTRUCTION in 1952 topped 
all previous records Yet recently 

revised forecasts of Departments of 
Labor and Commerce predict even a 
1953, 


33.5 billions The predic 


larger construction year for 
totaling S 
tions list $22.2 billion in private 
construction, $11.3. billion in’ pub 

including $1.6 billions for 
the military Residential 


slightly to $11.5 bil 


building 
will INCTCASE 
lions Private industrial building 
is expected to drop 28 to about 
$1.6 billion 

significant than for 


backlog of 


planned construction projects The 


Even more 
casts ! the authentic 


divided into 27 


current backlog. is 
billions for 


for public works 


private and 41 billion: 


House & Home 


Architectural Forum 


® AS CONSTRUCTION industry sees it 
outlook fot 1953 bu Ine ha 
brighter and brighter. Rapidly de 


veloping boom in commercial build 


vrownh 


ing looks likely to offset any drop in 
other segments of construction, and 
most housing expert horesec at 
least a million-house-year in 1953 
Labor and commerce department 
predict $33.5 billion of new con 
struction, a 4 gain over expected 


1952 level, and a new all-time high 


Practical Builder 
rHIS is the year challenge 
the builde: With housing goal 
till s i million units a yea 
and ig construction — activits 


howing no lackening capacity ol 
the industry is geared fo uch a 
pace The builder this year, mor 
than any other, is eager to learn 


method and 
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about materials, 





11 
Il. 


equipment that show dollar irom 
his operations and put more value 


+ 


and buyer appeal into his building 


Progressive Architecture 


THIS WILL be 
architect 
! h: 


compar Make Working 


drawings for $4,037,000 of 1953 con 


truction, a 25 increase over 1952 


volume The average company will 
ee $3,767,000 of its work reach the 
construction stage, a 30‘ 
ver 1952. Schools and housing wil 


be the two most active 


mncrease 


building 
types, aside from defense commis- 
sion New structural technique 
and use of a few new materials will 
have a noticeable effect on design 


trend 


Ceramics 


Brick & Clay Record 


® THE sTRUCTURAL clay products 
division of the ceramic field will 
see an upturn in 53. Development 
of the new “SCR brick” by the in 
dustry’s Research Foundation prom- 
ises to increase business by approx 
imately 60 in the next three yeal 

Since the industry is now operating 


at full speed, it will definitely have 


to expand 


Ceramic Industry 


® THE CERAMIC industry, which in- 


cludes manutacturers of glass 


whitewares and porcelain enamel 
products, expects a sharp upturn 
account for the 


Con- 


tainers and automobile glass will ac- 


Appliance: will 


porcelain enameling upturn 


count for the glass production up- 
turn, and continued construction of 
homes and larger structures will 
improve whiteware situation. Re- 
sult the need for construction of 
new plants in our fields, which at 


present are on the drawing boaras 


Chemicals 


Chemical Engineering 
Chemical Week 

® THREE already well developed 
trends will shape the course of the 
chemical industries in 1953 


1. Output will rise, fully to re- 
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Chemical Processing 


@ CHEMICA 


etl 


1953 
1 ] to tal 
powet! The 


hould be near by the end 


ce action mn 
pu h-button 

if 
r. and its engineers will have 


a much better selection of construc- 
tion material with whi 
off attac k of corrosive 


Industrial & Engineering Chemistry 


® GAZING into the 1953 > chemical 
crystal ball, I see the pos ibility of 
a Vaccine for polio and conside rable 
more knowledge about the nucleus 
of the atom In applied chemistry 
watch for interestin announce- 
ments in synthetic fiber 

Further improvements in quality 
of synthetic tires may be in. the 
cards Possibly some momentous 
decisions in the nuclear power will 
come through legislation and close) 
cooperation between AEC and pri- 


rate industry We are 


new Information 


going to 
gain a lot ol 
through expansion in the use of 
writing 


le ad- 


tracer techniques I am 
these prognostication ! i 


lined bomb-proof shel 


Electrical, Electronics 


Electric Light & Power 


® OUR appraisal of basic factor: 
governing electri -~utility operations 
indicates 1953 will be the busiest 
year in the industry’s history A 
preview of electric-utility budgets 
indicates expenditures in the com- 
ing year for new physical plant will 
be another record breake1 about 


$3.8 billion: 12°; above 1952. Com- 


pletion of 13,000,000 kw of new 
‘apacity is the task challenging this 
industry in 1953 


Power Engineering 


® THE MOST significant fact about 
the power industry is the continu- 
terrific increase in demand for 
powe! For the past three 
decades the generating capacity in 
the U.S. has been doubling every 
ten years Today it is 80,000,000 
kilowatts. All indications are that 
1962 it will be 160 million kilo- 


watts 
Southern Power & Industry 


® CONFIDENCE that Southern indus- 
trial expansion in next five years 
will equal the past five is evidenced 
by electric utility companies’ plans 
Near- 
ly 100 large new units are sched- 
uled. The year 1953 falls in the 
carefully 


planned power expansion program 


for increasing plant capacity 
middle of this large, 


Export 


American Exporter 
American Exporter Industrial 


® FOREIGN sales of American indus- 
trial machines, tools and materials 
should continue at high levels. 
There is an increasing trend to in- 
dustrial goods and capital equip- 
ment as leading items in American 
export trade. (Last year, 25°7 of 
our export was industrial.) This 
year, some increase above 1952's $3 
billion industrial export sale is ex- 


pec ted 


McGraw-Hill Digest 


® WU. S. FOREIGN trade is slated for a 
slight dip in 1953. Total American 
exports will probably recede to 
about $13 
hover close to 1951 and 1952’s rec- 
ord $11 billion unless U.S 
omy suffers setback. World trade 
dollar gap with US. will be reduced 


to about $2 billion 


billion Imports will 


econ- 


nearly 50° 


Farm Equipment 


Farm Implement News 


® DESPITE the second-best crop in 
1948’s high) 


history (2}o below 





farmers income nas decreased 


Reasons lowe! commodity 


farm 
prices, rising costs of farm produc 
tion, higher prices of needed goods 
Nevertheless, the farmer is making 
money 

With no strikes, adequate steel 
supplies and few shortages, the farm 
equipment industry faces high pro- 


duction indefinitely 


Implement & Tractor 


® MANUFACTURERS plan to exceed 
1952. production, confident of in- 


creased material supplies through 
easing of material controls and with 
disturbances Excess 


fewet labo 


of 1952 sales over production has 
resulted in lower inventories than 
year ago. New tractors, with im- 
proved performance and lower op- 
together with im- 


erating costs, 


proved major machines, are e@X- 


pected to spark retail sales 


Food 


Baking Industry 


® THE BAKING industry is big busi- 
ness and an awareness of this be- 
came more and more pronounced 
million- 


during 1952. Many new 


dollar plants were completed and 
equipped with hundreds of thou- 
worth of new 


sands of dollars’ 


equipment. This trend will be ac- 
celerated in 1953 

Rising labor and ingredient costs 
made increased 


have imperative 


efficiency in production through 


greater mechanization and “in-line” 


production methods 


Institutions 


Institutions 


® SIGNIFICANT factor in °53 for those 
manufacturing or marketing prod- 
ucts for the institutions field is the 
depth of still unfilled needs. Total 
new construction for mass housing- 
mass feeding operations will con- 
tinue on at least as high a level as 
in 1952, with schools, hospitals and 
recreational structures going up at 


L ] 
peak Volume 


Hospital Management 


® ALTHOUGH the building 


hospitals wall continue to be a majo 
factor in the hospital field, there are 
indications that remodeling and 
modernization programs in hospitals 
may total considerably more in 1953 
New therapeutic techniques demand 
Laboratories are 


handle 


hospital changes 


being enlarged to newel 


diagnostic procedures 


Hotel Management 


® DESPITE THE FACT that hotel room 
occupancy has been steadily declin 
ing since 1947 90% to 78 in 
195 


been losing any 


Z hotels, in general, haven't 
money last yea 
And 1953 promises to be anothe: 
good veal 

Because of the present capital 
gains tax structure there will be a 
turnover in 


continued property 


ownerships. By the same token 


convention and expense account 
guests will keep hotels in a healthy 
state of affairs at least for the first 


six months 


Marine 
Marine Engineering 
® MERCHANT shipbuilding in the 
U.S. reached a peace time peak of 
2,823,285 deadweight tons on July 
1, 1952 


chant 


Since then volume of mer- 
shipbuilding has dropped 
slightly but on Dec. 1 it 
peace time peak again with a total 
of 2,781,802 deadweight tons. Or- 


ders for additional construction are 


neared 


pending for 1953 
Naval shipbuilding has expanded 
total of 4,139 vessels 


construction. This is a peace time 


to a unde 


record. Contracts for these vessels 
approach se eral billion dollars and 
additional contracts are yet to be 


awarded 


Metal Producing, Metal Working 


Foundry 


® FOUNDRIES seem likely to place 
increased emphasis on the market- 
ing phase of their operations in 1953 
Moderate drop in castings consump 
tion during 1952 and a= marked 


shrinkage in backlogs of many 


foundries have created a more com 
Casting 


petitive market require 


ments of the defense program are 
leveling off, but the gradual easing 
of restrictions on civilian goods pro- 
duction should stimulate consump- 


tion in that direction 


Iron Age 


@ STEFI will be looking 


tive business before 1953 runs out 
But there will be no serious drop 
ping off in the ingot rate probably 
throughout the whole year. For the 

months output will stay at 
high level around 100 with 
backlogs 


tomers finding a little 


heavy and with some cus 
trouble get 
ting what they want when they 
want if 

Big consumers this year will 
auto makers, their parts make 
and appliance and general equip 


ment manufacture} 


Machine Design 


® wWiItH war production leveling 
off, design enginee in 1953) will 
step up activity in designing and 
ivilian lines to meet 
stiffer 
market in both industrial 


Advan es in 


machine hydraulics and pneumatics 


redesigning 
trong competition and a 
buyer 
and consume! goods 
as well as improved electrical and 
electronic drives and controls prom 


ise further progress in automatic 


operation with minimum = mainte 


nance 


Machinery 


® THE MACHINE TOOL industry today 
has a backlog of order: equivalent 
to about 11 months’ production at 
the present accelerated rate. But 
the backlog is unevenly distributed 
so that some companies can now 
insure deliveric in normal time 
It i anticipated that a 
ders fall off 


produce d for 


defense o} 
machine tools will be 
increased production 


of civilian goods 


Modern Machine Shop 


@ mucH of the activity in metal 


working which wa viven tremen 
dous impetus by the American de 
cision to resist Communist agyre 

ion will be projected through 1953 
Although the vear just ended sav 


what might be indicated as a level 
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ing off, the level of metalworking 
business is at one of the highest 
peaks in history 


Undoubtedly, the most significant 


development will be found in the 


attitude of the new administration 
in recognizing the value of a strong 


metal manufacturing industry to the 


country as a whole 
New Equipment Digest 


® UNSHELVING of hundreds of in- 


dustrial product machines and 


equipment will be the most signifi 
ingle de velopment for 1953 

e product have been engi 
neered and perfected but have not 
been marketed because of materials 
hortages and restrictions brought 
about by the steel strike and the 
demands of the defense 


With the easing of these 


hortages, most manufacturers will 


unusual 


provram 


resume normal nie rchandising plans 
and launch their new on improved 


produc t 
Steel 


® sALEs can reach a $115. billion 
peak in 1953, compared with $111 
billion in 1952. Business looks good 
because Ike won Prices are stabi- 
lizing. Defense spending will ex- 
ceed $50 billion. Steel production 
of 117,000,000 ingot tons will be pos- 
sible. Barring all-out war or pro- 
longed strikes, the first half should 


be better than the second 


Materials Handling 


Flow 


® iInpDUSTRY is facing foreseeable 
“soft spots” in 1953. It will be a 
year of extreme cost consicousness, 
because orders have dropped be- 
low production levels. Consequent- 


ly, many manufacturers will be 


faced with deflationary problems on 


one hand and fixed costs on the 


other. This can be disastrous, un- 


less every cost corner is cut 


Modern Materials Handling 


® 1LooKs like the materials handling 
industry is headed for a big year 
with increasing emphasis on fork 
attachments, 


trucks special 
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using 


many more overhead systems using 
interlocking transfers, intensive ap- 
plications of conveyors as basis of 
assembly lines, plus much more 
automatic control 

We'll see a great deal of shipping, 
receiving and handling in’ buik 


Mining 


Coal Age 


® COAL MINING in the next year o1 
two will present a picture of con- 
trasts. There is definite agreement 
‘nin ranks of competition that 
coal is on the threshold of a new 
era in development that should 
carry it to new heights of produc- 
tion and _ profits 3ut the industry 
has not crossed that threshold and 
consequently l experiencing the 
normal problems in moving ahead 
against the unremitting competition 
of other fuels 
Production in 1953 is forecast at 
500,000,000 tons or more for bitu- 
minous and 42,000,000 tons or more 


for anthracite 


Engineering & Mining Journal 


@® METAL MINING currently enjoys 
what is probably the largest expan- 
sion in productive capacity in_ its 
history. New projects now unde 
way call for a total investment ove 
the next four or five years of more 
than $2 billion. The 


lieves that beyond 1953 there lies 


industry be- 


a steadily rising demand for metals 


and minerals 


Mechanization 


® BESET by higher cost of produc- 
tion due to the recently approved 
management-labor contract and 
continued increase in materials and 
equipment cost, the coal industry 
during 1953 will accent increased 
mechanization in an effort to re- 
duce production costs in order to 
meet competitive fuel prices No 
significant labor or  coal-supply 
problems are anticipated 


The industry in 1953 is expected 


lek 


to spend approximately $273,000,000 


for new machinery and repair parts, 


Utilization 


® COAL’S markets 1953 are more 


ne 


likely to move upward than in any 


other direction Barring unfore- 
seen circumstances, 1953 will be 
much better than 1952. In 1952, the 
steel strike cut into coal demand 
for coke, making a good 10% It 
also reduced Great Lakes coal traf- 
fic, which is largely tied to the rate 
of iron ore movement. Later, at a 
time when the coal market is nor- 
mally at peak, it was thoroughly 
disorganized by government mis- 
handling of the miners’ wage situa- 
tion. Over-all coal demand should 


exceed for 1952 by at least 15‘ 


Oil, Petroleum, Gas 


Gas 


® 1953 should see a settlement of 
the complex problems of introduc- 
ing natural gas into the Pacific 
Northwest, either from Canada or 
the Southwest, and of completing 
the networks into New England 
Each would be a real shot in the 
arm for distributing companies and 
industrial and domestic users 

Supply will continue to lag be- 
hind demand 

The trend in the sales of appli- 
ances, which have made a sharp re- 
covery from 1951's doldrums, should 
continue, subject of course to gen- 


eral business conditions 
National Petroleum News 


® THE YEAR 1953 will be the biggest 
in the history of the petroleum in- 
dustry, both from the standpoint of 
demand for its products and the 
necessity to increase the industry's 
capacity in all branches . . to 
meet record requirements 

Not since the end of the war has 
there been any let up in the race 
between oil supply and oil demand, 
nor is there any prospect of any 
letup in the foreseeable future. In- 
deed, eminent authorities see this 
industry having to invest some $75 
billion in physical plant, ete., ove: 


the next 15 years alone 
Petroleum Engineer 


® mayor 1953 developments in the 
petroleum industry are likely to be: 
1. Resumption of development. of 


tidelands areas off Gulf Coast of 





Texas and Louisiana if ownership 
by states is established, 2. Estimated 
99,000 oil and gas wells will be 
drilled, 3. 15,000 miles of oil and 
gas pipelines will be constructed, 
1. Refinery capacity will be = in- 


creased by 12°. 
Oil & Gas Journal 


® THE PETROLEUM industry in the 
U.S. will be called upon in 1953 to 
supply a demand which will be at 
300,000 bbl. daily, 
Expected in- 


least 4°, or 
greater than in 1952. 
crease in domestic gas requirements 
will be approximately 8‘, or 1,750,- 
000,000 cubic feet daily larger in 
1953 than in 1952. 

These consumption requirements 
mean that capital expenditures in 
1953 in all branches of the oil busi- 
ness will exceed the estimated fig- 
ure of $3.6 billion 
World Oil 
® CONSUMPTION of petroleum prod- 
ucts will rise to new record volume 
in 1953, but the rate of increase 
probably will not be as great as in 
recent years. With greater inven- 
tories currently on hand, supply 
should be adequate 

However, the oil industry is still 
faced with the responsibility of 
building up sufficient producing ca- 
pacity for a possible war. This calls 
for a continued high rate of explora- 


tory and drilling activity. Outlook 


Quarry Products, Cement 

Pit & Quarry 

BIN 1952, output and sales of non- 
metallic minerals and expenditures 
for equipment - slightly 
1951. We expect 1953 to continue 


on about the same level except that 


exceeded 


there is a backlog of machinery or- 
ders, due partly to the steel strike, 
which might push sales about 1952 
levels. If price controls are dropped 
some non-metallic minerals indus- 


tries may increase prices 
Packaging 

Modern Packaging 

® AMONG new things to look for in 


1953 are: 


aerosol, opening the pressure-pack- 


the first successful glass 


age field to a host of products that 


cannot use metal, flexible vacuum 
packaging of liquid-packed prod- 
ucts, use of machine-applied decal- 
comanias for glass decoration, in- 
troduction of new polyester films 
with remarkable protective proper- 
ties and development of high speed 
machinery to handle “soft” plastic 


films 
Packaging Parade 


® A TREND toward general upgrad- 
ing of packages accompanies con- 
of self-service 


tinued expansion 


selling. Taking cartons as an ex- 
ample, one finds stock and printing 
qualities improving (and costing 
more) because carton users now de- 
mand better reproduction of art- 
Another 


‘tailor- 


work and_ photography. 


packaging — trend: more 


made’ packages. Package users are 
finding that it pays to learn more 
about their product, and to develop 
units for the last five years as any 
specific packaging for it. 

Still another notable trend is that 
pointing to higher speeds of auto- 


matic packaging machinery 


Textiles 
Textile Industries 


} 


® In 1953 the textile industry will 
be well out of its 1952 slump and in 


an excellent recovery period both 
from prices and activity. A more 
stabilized production period is ex- 
pected, without the sharp fluctuat- 
ing curves denoting activity and in- 
activity. 

Exodus of textiles from New Eng- 
land to the South will show a com- 
parative decrease with improved 
government understanding of textile 
problems and with increased effort 
to hold textiles in New England by 
textile 


public and management 


Textile World 


® AS USUAL, it is the most efficient 
mills that will do the best business 
in 1953 
ing was slow the first half of 1952 
output for 1953 should better 1952 
by at least 2 or 3% 


Since textile manufactur- 


Manufacturers 
of textile equipment are looking for 
a new high in mill purchases during 
1953, if 1952’s modernization and 
improvement of mill facilities con- 
tinues. 


Trends 





for example, it is Certain that auto- 
mobiles will contain more alumi- 
num, magnesiums and plastics than 
ever before 

Typical of the latter attitude is a 
newly designed carburetor which 
can be die cast of either aluminum 
or zine with equal facility. New 
competition tor the established body 
trim materials will come from a 
new aluminum alloy which can be 
bright 


stainless steel or chromium-plated 


given a finish that rivals 
steel parts 

Reasons for this are the need to 
reduce weight in automobiles plus 
a desire to take advantage of price 
and supply situations as they fluc- 
tuate. Many non-metallic materials 
are bidding strongly for applica- 
tions once restricted to metals 

Among newer materials, we are 
likely to see 


titanium 


major applications of 


alloys which, although 


generously publicized in recent 
years, are just now emerging from 
the status of laboratory curiosities 

Despite the 


in use of new materials which have 


spectacular growth 


been developed in recent years, 


there is constantly increasing de- 
mand for the older and more uni- 
versally established materials. Total 
increase in the use of materials is 
and will continue to be due to the 
spectacular growth in the gross na- 
tional product. However, the per- 
centage increase in the use of tra- 
ditional materials will be far over- 
shadowed by the gains made by the 
newer materials WILLIAM P. WIN- 
sor, publisher, Materials and Meth- 
ods, New York. 

Three highlights . . stand out in 
the far West for 1953: 1. Aircraft 
production, of which the West Coast 
has the largest single concentration 
in the country, 2. The continued es 
tablishment of branch plants by 
Eastern manufacturers to serve the 
area more efficiently and econom- 
ically, and 3. Heavy construction 
programs in dams for hydro-electric 
power, highways and _ residential 
housing (California has built ap- 
proximately twice as many dwelling 
units for the last five years as any 
other state) A. C. PENDERGAST, edi- 
tor, Western Industry, San Fran 
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Picture of a man who yesterday 
was assigned to do a basic 


Market Research job 


"T. HE gentleman at the right wasn’t bothered in the least when asked to 
dig up facts about a new market his company thought of entering. By 

referring to his Market Data & Directory Number of INDUSTRIAL MAR- 

KETING, he quickly determined it was worth a full-scale investigation. 

So from the listings in MD&DN, he has had his secretary write 

to four trade associations, and has asked MD&DN’s Reader 

Service Department to order sixteen different market studies 

and surveys offered by business papers in the new field un- 

der consideration. By next Tuesday he'll have his basic 

market research job completed, and be ready to start 

making recommendations, including suggestions re- 

garding publications best qualified 

to serve in the new marketing pro- 

gram... its EASY to get off to 

a fast start on the right track when 

you make full use of your 


MD&DN. 





% Contents of the \ MARKET DATA & 
The One and Peed 1953 Edition | DIRECTORY NUMBER 


& Directory Number 


Only Fact- 1. The latest data in words, figures, and charts on sales, 
production, consumption, number and geographical dis- 

Packed tribution of companies, and buying trends — plus a score 
of other factors significant in selling and advertising to 84 

major classifications of industries and trades. Information 

Reference on is compiled from government agencies, trade associa- 
tions, publications and other expert sources, with the re- 

Both Markets sult that virtually every facet of every market picture is 


revealed for your evaluation. 
d Medi | 
an edia 2. Over 2,400 business papers, classified according to 


markets served, are listed with details on rates, circula- 
tions and mechanical specifications. 


3. Approximately 200 leading business magazines make 
available to you through paid space their own informa- 
tive material on markets, coverage and services. 





LOOK FOR 


Hf + ‘ . . “ge 
Industrial Marketing's 4. Trade association names and addresses, classified ac- 


ences = =THIS EMBLEM cording to markets served, are included to aid you in 
& Directory Number iy directing inquiries for special information. 


m the advertisement of a business publication it means that the a Market studies especially prepared by business pub- 
publication has filed, in the MARKET DATA & DIRECTORY NUM ° . . ; 
BER, detailed facts regardmg its editorial services, circulation, influ lications are digested and cataloged by markets. Copies 


a will be delivered to you upon inquiry to MD&DN’s Reader 
Service Department. 
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Abemethy Publications 
Advertisers’ Research Service 
Advertising Age 

Advertising Publications, Inc. 41-44, 
Aeronautical Engineering Catalog 
Aeronautical Engineering Review 
Air Force : 

Air Force Times 
America Clinica 
American Artisan 
American Automobile 
American Aviation 
American Aviation 
American Brewar 
American Brewer 
American Builder 
American Ceramic Society 
American Chemical Society 
American City, The 
American Gas Handbook 
Gas Journal 
Institute of 


The 
Directory 
Register 


The 


American 
American 
reers . 
American Lumberman & Building Prod 
ucts Merchandiser 
American Machinist 
Amaican Metal Market 
American Motel Magazine 
American Restaurant Mag:2zine 
American Roofer & Siding Contractor 
American Scciety for Metals, The 
American Society of Civil Engineers 
American Society of Heating and Ven 
tilating Engineers, The 
American Society of Lubrication 
neers, The 
American Society 
neers, The 
American Society of Tool 
The Insert Between 
American Trade Publishing Co 
Annual Butane-Propane Catalog 
Annual Buyers Guides For Autcmotive 
Products, Industrial Machinery and 
Construction Equipment 215 
Annual Meat Packers Guide 273 
Applied Hydraulics 20-21 


Chemical Engi 


Engi 
of Mechanical Engi 

7, sae 
Eng neers 
384-385 
243, 268 


285 


Bulletin 201 
Digest ‘ 201, 210 
Equipment , . 205 
News Monthly w6) Aksar 
201 203 
Monthly 197 
. 38/ 
486-487 
The 149 
194-195 


Construction 
Construction 
Construction 
Construction 
Constructioneer .. 
Contractors and Engineer 
Corrosion 

Cosgrove Publishing Co 
Cotton Gin and Oi Mill 
County and Township Roads 


Press, 


Daily Journal of Commerce 146 
Dairy Industries Catalog 259 
Davison Publishing Co so ee 
Dealer Products File 9 
Directory of tron and Steel Plants 390 
Directory of Michigan Manufacturers 

The — 
Directory of ‘Steel Processing Plants 390 
Dixie Contractor 
Dodye Corporation, F. W 

92, 102-103, 165 

Dodge Mfg. Corporation 
Domestic Engineering 
Domestic Engineering Catalog Directory 


Domestic Engineering Publications 


Ei Automovil Americano 
El Farmaceutico 
EI! Hospital 
Electric Light and 
El.ctrical Catalogs 
Electrical South 
Electrical West 
Electrical World 
Electricity on The Farm 
Electrified Industry 
Engimeering and Mining 


Power 


Magazine 
Journal 
Management and 


Retailing 
News 


Factory 
Farm Equipment 
Farm Implement 
Feed Ave 

Feeds Iilustrated 
Feedstuffs 

Fire Engineering 


Maintenance 317 


Inc 285 
159 
135 


Publications 
Inc., Franklin H 

Chemical Education 

the American Concrete 
124 
Sewage 


Jenkins 

Johnson, 

Journal of 

Journal of 
Institute : 

Journal of the Federation of 
and industrial Wastes Assns 


~ 
208 


Keeney Publishing Co 
Keller Publishing C 
King Publications 


Latin-Amarica 
Lubrication Engineering 


Blue Book 466-3 
Blue Book Directory 


Tool 
Tool 


and 
and 


Machine 
Machine 


66-56 


; % 
Machinery 371 
Machinist, The 215 
Maclean-Hunter Publishing Cor; 

123 
113 
113 
341 
480 


116 

MacRae’s Blue Book 
Management Magazines tn 
Management Methods 
Marine Catalog and 
Marine Corps Gazette 
Marine Engineering and 

yiew 
Market Analysis of 
Market Analysis of 

dustry 156 
Martin & Company, B. J 17 
Mass Transportation 477 
Materials & Methods 163 
McGraw-Hill American 


Directory, The 


Shipping Re 

341 
the Motel Industry 297 
the Restaurant In 


Letter 215 
McGraw-Hill Catalog Service 
143, 179, 361, 469 
215 
Corporation 215 
mpany, Inc. 8 
333 


McGraw-Hill Digest 
McGraw-Hill International 
McGraw-Hill Publishing C 
Mechanical Engineering 
Mechanization 

Meredith Publishing Co 
Metal Progress 

Michigan Contractor and Builder 


For Detailed Information on These Publications 


Seethe /A5Z Market Data & Directory Number 


Architectural Record 102-103 
Army Times 479 
ASME Mechanical Catalog and Dire tory 

157. 333 
Associated Construction Publications 201 
Automatic Launderer & Cleaner, The 309 
Automotive News » do 
Automotive News Almanac is 
Automotive News of the Pacific North- 

west 

Aviation Age 


Bacon's Clipping Bureau 
Baron's Publicity Checker 
Baker's Digest, The 
Bakers Weekly 
Baking Industry 
Baking Industry 

Directory 
Bedding 
Bedding 

Catalog 
Bill Brothers 
Bituminous Roads & Streets 
Blast Furnace and Steel Plant 
Boat & Equipment News 
Boat Statistics & Publishing Co 
Book Export Division 
Boxboard Containers P 
Breskin Publications 419, 429 
Breweries of The Western Hemisphere 250 
Brewers Digest, The 249 
Building Specialties 109 
Building Supply News . 106-107 
Burrelle’s Press Clipping Bureau ~ ae 
Butane-Propane News . 285 
Butler Typo Design Research Center .. 1] 
Buttenheim-Dix Publishing Corp 

197, 397, 

Cheese and Milk Products Jour- 
The 259 


Catalog and Buying 
; 2 


Buyers’ Guide and Composite 
2 

457 
195 
390 
. 343 
Inc. 343 

215 

417 


Publications 
194 


461 
Butter 
nal 
Caminos y 194-195 
Camer, The 253 
Capex Company, Inc 16 
Case-Shepperd-Marm Publishing Corp = 
Ceramic Bulletin 129 
Chemical Engineering 132-133 
Chemical Engineering Progre 131 
Chemical Week 133 
Chicago Metalworker, The 3&6 
Chi-ago Thrift-Etching Corporation 16 
Chilton Publications 372-373, 387 
Civil Engineering 192 
Clissold Publishing Co 244 
Coal Age 139 
Commercial Fertilizer 1 
Comme cial Refrigeration 20-21 
Composite Catalog, The 406-407 
Concrete Manufacturer, 121 
Concrete Products 123 
Conover-Mast a a 
205, 327, Back Cover 
Conover-Mast ‘Semaine Directory 327 


Calles 


The 


Florists’ Telegraph Delivery News 233 
Flow 20-21 
Food Engineering 237 
Fortnightly Telephone Engineer 467 
Foundry 385 
Fountain & Fast Food Service 457 
Fritz Publications, Inc 423 
Fueloil & Oitheat 67 
Gardner Publications 37% 
Gas 285 
Gas Heat 68 
Gasoline Retailer 411 
Gillette Publishing Co 194-195 
Golfdom 295 
Gulf Publishing Co 406-407 


Publishing Co 
170-171, 415, 417 

Heating & Plumbing Equipment News 55 
Heating and Ventilating 55 
Heating. Piping & Air Conditioning 58-59 
Heating Publishers, Ine 67, 68 
Heating Ventilating Air Conditioning 

Guide 
Heavy Construction American 

Catalog File . 194.195 
Heavy Construction Prefiled Catalogs 194-195 
Heinn Company, The ee 
Hill Publishing Company, Allen W 69 
Hitchock Publishing Company 366-367, 489 
Home Maintenance and Improvemmt . 97 
Hospital Management 290-291, 351 


Haywood 


Latin 


259 


Ice Cream Review, The 
180 


Iuminating Engineering 
Hiuminating Engineering Society 
Implement & Tractor 
implement Record 

Implementos y Tractores 
Independent Petroleum Monthly, 
Industrial Distribution 
Industrial Equipment News 
Industrial Finishing 
Industrial deating 
Industrial Laboratories 
Industrial Laboratories 161 
Industrial Maintenance : 348 
Industrial Marketing 7-50 
industrial Press, The 7 
Industrial Publications 


405 
301 
337 
386 

Cover 

161 


The 


3rd 


Publishing Cc 
335 


Inc 
98-99 
The 


106-107 
20-21 
20-21 

Construccion 215 

Industria 215 

Inc., The 

185 
Sciences 


industrial Publishing Co., 
Industry and Welding 
Ingenieria Internacional 
Ingenieria Intemacional 
Institute of Radio Engineers, 


Institute of The Aeronautical 
Institutions Catalog Directory 
Institutions Manazine 
Institutions Publications 
Instruments Publishing Co., Th 
IRE Directory, The 

Iron Age, The 


Michigan Manufacturer Financial 
Rer ord 
Mid-West Contractor 
Midwest Purchasing Agent, 
Military Engineer, The 
Milk Dealer, The 
Milk Plant Monthly 
Mill & Factory 
Miller Publishing Co., 
Mining Catalogs 
Mississippi Valley Contractor 
Modem Machine Shop 
Modern Materials Handling 
Modern Packaging 
Modem Packaging 
Modern Plastics 429 
Modem Railroads 452-453 
Modem Railroads Publishing Co. 452-453 
Municipal Index and Atlas 397 
Municipal Index, The 397 


and 


201 
141 
207 
259 
256 
Back Cover 
269 
361 
201 
375 
347 
419 
419 


The 


The 
143, 


Corp 


National Association of 
Qineers 

National Bottlers’ Gazette 

National Miller Pubs.. Ine 

National Petroleum Publishing C 

National Provisioner, The 

National Roofer 

Navy Times 

New England Construction 201 

New Equipment Digest 331 

New South Biker 1 

Northwest Motor 74 

Northwest Trade Publications 74 


Corrosion En 

38/7 
247] 
267 
103 
273 
109 
479 


402 


Occunational Hazards 20-21 
Official Airline Guide 81 
Oil Forum. The 109 
Olsen Publishing Co, The é 

Overseas Business Services 


Pacific Printer & Publisher 
Packaging Parade 

Panamerican Publishing Co., Inc 
Paper and Pulp Mill Catalogue 
Paner Industry. The 
Patterson Publishing Co 
Penton Publishing Co., The 
Insert Betw 
The 


297 
331. 383 
368-369 


400 


een 
Petroleum Engineer 
Petroleum Processing 402-403 
Petroleum Refer 406-407 
Pharmacy International 215 
Pit & Quarry 119, 121 
Pit and Quarry 
dustries 
Pit & Quarry Handbook 
Plant Enaineering 
Porket List of Railroad 
Power 434-435 
Power Engineering 431 
Power Wacon 75 
Practical Builder 98-99 
Practical Publications, ine 386 


and 

119 
125 
315 


Officials, The 451 


Precision Metal Molding 
Proceedings of the I.R-E 
Product Design & Development 
Product Engineering 
Production Equipment 

Public Utilities Fortnightly 
Public Utilities Reports, inc 
Public Works 

Purchasing 


News, Inc 
448-4 


Radio & Electronic Jobber 
Railway Age Insert Between 
Ratlway Engmeering & Mamtenance 
insert Between 
Railway Equipment and Public 
Co., The 
Railway Mechanical & Electrical oo 
neer Insert Between 448 
Ratlway Purchases and Stores 
Railway Signaling & Communications 
Insert Between 448 
Industry Yearbook 
Insert Between 448-4 
Refinery Catalog, The 106 
Reinhold Publishing Corporation 
Roads and Streets 
Rock Products 
Rocky Mountam Motornews 
Rocky Mountam Oil Reporter 
Roofing Yearbook 
Rubber Age 
Rubber Red 


448 
ation 


Railway Supply 


Book 

School Equipment News 

School Executive, The 

Screw Machine Engineering 

Screw Machine Publishing Co 

Sewage and Industrial Wastes 

Shipping Management 

Siebel Publishing Company 

Signalman’s Journal, The 

Simm Boardman Publications 
94-95, 341, Insert Between 

Smith Publications, W.R.C 

Snips Magazine 

Scuthem Advertising 

Southern Automotive 


148 


and Publishing 
Journal 


Southern Building Supplies 
Southern Food Processor 
Southern Garment Manufacturer 
Southern Hardware 
Southern Jeweler 
Southen Lumber Journal 
Material Dealer 
Southern Lumberman 
Southern Plumbing 
Conditioning 
Southern Power and 
Southern Printer, The 
Southen Pulp and Paper Manufacturer 
Southern Stationer and Office Outfitter 
Southwest Builder and Contractor 
Steel Insert Between 
Steel Processing 
Steel Publications, inc 
Successful Farming 
Sweet's Catalog Service . ¢ 


and Building 


Heating and Air 


Industry 


368- 


165, 319 


Technical Publishing Co 315 

Telephone Composite Catalog & Buyers 
Directory 

Telephone Engineer and Management 

Telephone Engineer Publishing Corp 

Texas Contractor 

Textile Catalogs 

Textile Industries 

Textile World 

Textiles Panamericanos 

Thomas Publishing Co 323 

Thomas Register 

Tool Engineer, The, Insert Between 384-385 

Traffic Service Corp., The 2nd Cover 

Traffic World 2nd Cover, 275 
ratler Dealer Magazine 108 
ailer Park Management 296 

Transportation Supply New Cover 

Turrentine Publishing Co 309 


2nd 
Walter 


Utilization 
Vance Publishing Co 


Wastes Engineering 

Water Works Engineermy 

Watkins Cyclopedia ef the 

Welding Engineer The 

Welding Journal, The 

Western Builder 

Westen Construction 

Western Industry 

Wh Who 

Wilson-Carr Publication 

Wire and Wire Products 

Wire & Wire Products Annual 
Guide 

Wood Working Digest 

Woodworkers Reporter 

World Construction 

World Construction 

World News 

World Oil 


Steel Industry 


338 


Buyer's 
346 
489 
486-487 
194-195 
194-195 
215 
406-407 


Catalog File 





Cuts 
Photocopy 


AMAZING 
NEW 
PORTAGRAPH 
TRANSCOPY 


Portable... 
simple to operate... 
Inexpensive to use! 


Transeopy is your answer to improved 


photocopying without time-consuming 
processing. Transcopy gives you, in see- 
onds, a finished, photo-exact, positive 
copy of any office record regardless of 
type or color. Best of all, anyone on your 
office staff can do the job without pre- 


vious photographic experience. 
GET THE FULL STORY ON TRANSCOPY 


Room 1666 315 Fourth Ave. 
New York 10, N.Y. 


Please send me free booklet P-334 describ- 


ing in detail this great new unit. 
NAMI POSETION 
FIRM 

ADDRESS 


erry ZONt 
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Author's Index 





Bayer, Kenneth J., president, Oakleigh R. 
French & Assoc. r 


Beadle, William N., vice-president, Byron 


Jackson Co. 


Bissell, Herbert D., director of merchandis 


ing. Minneapolis-Honeywell Regulator Co. 


Brown, Dick, advertising manager, Calu 
met Iron & Supply Co. 


Clayton, Sidney, president, Sidney Clayton 
& Assoc. 


Collins, James, 
Davee, Ken M., Davee, Kohnlein & Keating, 


Fensholt, A. H., treasurer, 


The Fensholt 
Co.. to A 


Goris, Earl J., advertising manager, Dear 
born Chemical Co. 


Hauserman, Mort F., advertising manager, 
Gustin-Bacon Mfg. Co. 


Mannion, John B., advertising manager, 
Austenal Laboratories : 


McCluskey, R. C., vice-president & general 
sales manager, R. G. LeTourneau, Inc. 





\ 


Molitor, W. D., director of agency opera- 
tions, Jaqua Co. 1 


Moreton, Philip E., director of copy and 
plans, Lewin, Williams & Saylor 5%! 


Mulcahy, R. W., exhibits coordinator, Ad 
dressograph-Multigraph Corp. I 


Pattison, D. M., vice-president of sales, 
Warner & Swasey Co. 


Reeves, J. M., account executive, Ketchum, 
MacLeod & Grove A M 


Sawyer, Howard G., vice-president, James 
Thomas Chirurg Co. 


Shugart, Peter L., sales promotion division, 
Beckman Instuments, Inc. T 


Sorrell, John E.. Sweeney & James 


Starch, Daniel, Daniel Starch & Staff: 


Staudt, Thomas A., assistant professor of 
marketing, Massachusetts Institute of Tech 


nology 
Stevenson, C. H., vice-oresident, Lindberg 


Engineering Co. 


Stineback, G. C., manager, Polyken Indus- 





trial Tape Dept., Bauer & Black 


Stumm, Michael, advertising manager, 
Crucible Steel Co. Adver 


Van Raalte, T. Z., advertising manager, 
West Disinfecting Co. Inquiry Forn t 


Venezian, Angelo R., assistant to director 
of advertising, McGraw-Hill Publishing Co. 
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Wiggers, Ray. advertising manager, Frank 
G. Hough Co. Ten S$! t I 


Worthington, L. S., director of advertising. 
creas nel Co. Registered t1 
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Advertising 
Ad Manager Isolates a Problem, Sells 


Budget to Management, Sept., p. 14 


Alcoa Works with Museums, Ads Go after 
Ceramics Market, 


(The) greats Ulcer — « « Can kt 
en n Sor yeeney & 


Business Paper Drive Finds New Uses for 
Industrial Paper, an rae 


Business Publication Ad Lands New Cus 
tomer, and $80,000 Sale, Dec., p. 44 


Cartoon Testimonials Boost Air Freight 
Sales of Flying Tigers, } 


! 


Cover Stories: 


Editorially speaking: 


Stage in 


Sa | es range cor, 


General 


Electric 


meeting a 
on 
rails 


covers 
the 

country 

fast, 
economically 


General Electric Company used two four-car trains to present their 1953 major appliances 
to distributors and key sales executives, covering 16 cities in 19 days 

Baggage and horse cars were converted into attractive meeting rooms complete with 
revolving stage, lighting and sound by General Exhibits & Displays 

General Exhibits can help you with your next sales meeting, whether on rails, in theatres 


or hotels. 


Portable stage used by 
Servel, Inc. to introduce new 
Wonder Bar to the trade 
Stage erected in 2 hours 


Seven scenery changes 


exhibit 
sells 
magnesium 


he Dow Chemical Company sold the basic 


qualities of Magnesium in this exhibit at the 
recent Metal Show through dramatic, con- 
vincing demonstration of its many and varied 


uses in industry. 


GENERAL EXHIBITS AND DISPLAYS, INC. 
2100 N. RACINE AVE., CHICAGO 14, ILL. 
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Eight Advertisers Tell Results from Exter 


nals, 


Eight Steps for Getting Good Advertising 


Case Histories 


Four Steps to Evaluating Inquiries 
Whether Duds or Hot Ones, 


Hikes Readership, Traces Sales of $200,000 
to Wire Rope Drive, 4 


Honeywell Films V.I.P.’s to Sell Ads to 


Salesmen, 


How Do Women Executives Fit into In 


dustrial Advertising. 


How to Make Good Photographs for Indus 


trial Advertising, ! 


How We Present Our Ad Budgets to Man 


agement 


How to Protect Your Trade-Mark 
Pont Booklet Points Way. 


Industrial Advertisers Lose Sales Via In 


quiry Neglect . . IM Study, 


Is Machinery Promotion Dull? Dealer 


. Hikes Sales 10 


Proves It Isn't 
Koppers Doubles Its Industrial Advertising. 
Boosts Sales 66.2°o, 


Leading Product-in-Use Photos Sharpen In 
dustrial Ads, 


Ne Readership Study Eliminates Vari 
ables, Gives Data on Ads, 


Sketch-the-Products Coupon Offer Finds 
New Product Applications, ! 


Small Space Testimonial Ads Sell for 
Viking, Distributors, 


Stop-and-Go Campaign Hits Snag . . Then 
Gets Results for Nopco, M 


Ten Steps to Choosing a New Advertising 
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Agency. 


Ten Ways to Improve Returns on Mailed 


Questionnaires, 


“Test Tube’ Campaign Boosts Western 
Sales Tenfold, 


30°. of Advertisers Ignore or Delay Re 
plies to Inquiries, IM Study Shows, 


12-Years in ‘Wrong Media” Build Warner 
& Swasey, { 


What Admen Must Do to Sell New Prod 
ucts in 1954, 


What 489 Biggest Advertisers Spent on 
Business Papers in ‘51, 


What Ad Attracted More Readers?, 


* 
Advertising copy, 
graphics, production 


Color No “Sure Cure” Device to Attract 


Readers, 


Copy Chasers: 


Leading Product-in-Use Photos Sharpen 


Industrial Ads, 


New Readership Study Eliminates Vari 
ables, Gives Data on Ads 


Oliver Campaign Injects Dramatics Into 
Nuts and Bolts 


Visible Applications Attract Buyers for 
Invisible Products ‘ 


What Advertisers Should Know About In 
dustrial Copy. : 1 


* 
Business Paper Publishing 


Advertising Volume in Business Papers, 


Business Paper Drive Finds New Uses for 


Industrial Paper, 


Business Paper Volume May Hit Third 
Annual Record in 1952, r 


Editorial Index, 


Imagination Pays .. 11 Business Paper 
Editors Win IM Plaques, 


Sales Presentation Outline Is Step Toward 
Better Media Facts, 


What 489 Biggest Advertisers Spent on 


Business Papers in ‘51, 


* 
Marketing, distribution 
A Survey and New Markets Prove Ad 


Effectiveness for Hough, 


Editorially Speaking: 


From Washington: 


Plumbs 
Cooking Equipment, 


Hotpoint Cafeteria Market for 


How Du Pont Assured a Market for Orlon 
. Before Making It. S 


How to Protect Your Trade-mark 





Pont Booklet Points Way. : 


Industry Forecasts Hinge on Prices, Pop 


ulation, Inventories . . | 


Koppers Doubles Its Industrial ee: 
Boosts Sales 66.2°%o, 


LeTourneau’s Planning geaasenaall Solve Dis- 


tributor Problems, 


Polyken Distribution — Builds Sales 
Boom, k 


Ker 


“Registered Distributor’ Gets Costly Lit 
erature to Right Man, by L. S. Worthing 


Schools, Clinics, Ads Sharpen iota s Dis- 
tribution nepieenes a inageme 


Today's Business Climate Good but Sec 
ondary for New Products . . To: inag 


Tough Market Survey Made a Through 


a Civic Promotion, 


Trends: 


Watch Your Competitors, but Let Needs 
and Problems Decide Sales Methods . . 


What Admen Must Do to Sell New Prod 
ucts in 1954, ‘ 


* 

Publicity, public 

& employe relations 

Byron Goes Inside nsenaninens . . and Out 


After — 


Eight Advertisers Tell Results from Ex 


ternals, by hn B. Mannior 


In the 

Engineered 

Construction 

Markets, 

CIVIL ENGINEERS 

specify and buy equipment. 


wat the project establish the need 


/ 
¢ 
4 


J. _-establish the budget 


CIVIL 
ENGINEERS~ 


-as Superintendents and 
Vice Presidents 
requisition equipment 


‘son the operating committees 
approve the purchase 


Vice Presidents or Chief E 
write the final specifications. 


“ngineers 


In all five purchase steps, Civil Engineers make 
the decisions. 
No other magazine, or combination of mag- 


azines, will reach the 35,000 Civil Engi- 
neers who read Civil Engineering regularly. 


, CIVIL 
AENGINEERING 


The Magazine of Engineered Construction 
Published by 
The American Society of Civil Engineers 


33 West 39th Street, New York 18, N. Y. 
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Plis Coverage 


For Your GROWING 
Southern Markets 





1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 
lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 
agencies 





BAKING 





New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 
ern baking industry 





FOOD PROCESSING 





Southern Food Processor. 


Reaches the leading processors, packing in 
cans, glass and frozen packages 
— 





4. GARMENT MANUFACTURING 





Southern Garment Manufac- 
turer. Spokesman of and friend to this 
two-billion-dollar Southern giant 





FERTILIZER 





Commercial Fertilizer. Founded 

1910. Leader in the mammoth fertilizer in- 

dustry, national and international Coverage. 
a 





JEWELRY 





Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 


salers 





PULP AND PAPER 





Southern Pulp and Paper Man- 
ufacturer. Notional circulation, intensive 
coverage of the South's expanding paper and 
pulp industry 





PRINTING - 





Southern Printer. Reaches commer- 
cial printers and newspoper mechanical 
superintendents. » 


9. STATIONERY AND OFFICE EQUIP. 








Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNST H. ABERNETHY, President | 
75 Third Street, N. W., Atlanta, Ga. 


Employe Communications . . Public Rela 


tions, 


Flexonics Tells wees and How to Promote 
New Name, 


How to Work with the Press . . a Detailed 


Policy and Method, 


* 


Sales, sales promotion 
Booth Location Isn't Vital . . Demonstra 


tion Is, Study Finds, } W. M 


Byron Goes Inside Class Room . . and Out 


After the Buyer, 


Daily Mailing Replace Costly Sales Train 
ing Manual, 


Dearborn Fumbles July 30 But Turns 


Error Into Hit, 


Editorially Speaking: 


Fan Blade Maker Stirs 
Moving Industry, 


Sales for Air 


Four Steps to Evaluating Inquiries 
Whether Duds or Hot Ones, 


GE Launches Dealer Super Market, 


Gustin-Bacon Builds Product into Mail 


Piece, 


Hikes Readership, Traces Sales of $200,000 
to Wire Rope Drive, 


How to Know When to Use Manufacturers’ 
enim y Th is A t 


How to Make Good cen for Indus- 
trial Advertising, 


Industrial Advertisers Lose Sales Via In- 
quiry Neglect . . IM Study t 


Inquiry Forms Attract Salesmen’s Interest, 
Sales, in FR t rt j 


Mail Campaign Wins Back Lost Customers 
for Calumet, by Dick Brown, advertising 


Management Grapples Legalities. Sales 
Punch to Find New Product Name. . 7 


f 


Novel Sales Meeting, Bonus — pone 
bers’ Salesmen, I 3¢ 


Parker-Kalon Screw Campaign Regains 
Some Lost Markets, A 8 


Polyken Disetbetion — Builds Sales 


Boom, by G Stineback 


Sales Presentation Outline Is Step toward 
Better Media Facts, 


Sales Promotion Ideas: 


Sketch-the-Product Offer Finds 
New Product Applications, Nov., ; 8 


Coupon 


Sound Tape and Slide Films Sharpen 


Skits at Ansul Sales Meeting. Nov., p. 44 


Snap-a-part Forms Help Sola Answer In- 
quiries Fast, Cheaply, by 


28 Visual Aids .. Old and New . . Make 





Promotion, Selling Job Easier, N 


Watch Your Competitors, but Let Needs 
and Problems Decide Sales Methods, 


AF 


* 

Shows, exhibits 

Beckman Tries a Show Exhibit That's 
Easy to Set Up, by L. Shugart, sa 


Booth Location Isn't Vital . . Demonstration 
Is, Study Finds, by R. W. Mulcahy 


Industrial Shows: 


eept 


Should Cheese Cake Be Used in Trade 


Shows? .. Problems in Indu 11 Market 


ng 


28 Visual Aids . . Old and New . . Make 


Promotion, Selling Job Easier, Nov., ; 4 


* 

NIAA conference reports 
Honeywell Fume V.LP.' s to Sell Ads to 
Salesmen. re Sst ector 


neguiator 


Polyken Distribution System Builds Sales 
Boom. by G tinel manager 


12 Years in ‘Wrong Media” Build Warner 


M 


& Swasey. 


f 


ient I sale Warner ¢ 


What Admen Must Do Now to Sell New 
Products in | oe. I 


NIAA News 
Editorially Speaking: 


NIAA News: 


Specify and Use 





CAUTION 


DO NOT STAND HERE AT ANY 


MEYERCORD 
DECALS to... 


TIME WHILE CLUTCH IS ENGAGED 
AND BALER 1S OPERATING 














BEFORE LOADING 
Set Hot Water Tank 1 
in advance 

Set Washer Temperatur 
Purn on Washer for ON 
Spin Out Cold Water 


AUTOMOTIVE 
ELECTRIC FUEL PUMP 





Investigate 
the Low Cost, High 
Speed Application 
of these Durable All-Color, All-Surface Meyercord Decals... 


snort ie 


identity = 


Among the many new applications of decals for American industry is 
the tough Meyercord acid, chemical and weather resistang identifica- 
tion of dangerous chemical containers. Whether to comply with state 
requirements or to strengthen your voluntary safety program... . if 
you process and ship dangerous chemicals, be sure to ask for full in- 
formation on this important feature. 


You know, of course, that Meyercord Decals have been adopted by 
cost-conscious manufacturers in thousands of industries ... as name- 
plates, trademarks, instructions, markers, wiring diagrams, safety warn- 
ings and many other important applications. 


But “just any decal” won't do the job on “just any surface”. For 
today’s rigid requirements Meyercord Decals are carefully laboratory- 
engineered to assure complete and perfect adhesion to any commercial 
surface or finish. Meyercord experience pays off every time. Write us 
for information on our technical consultation and designing services. 


Send for This Manual of MEYERCORD 
DECAL NAMEPLATES 


Shows hundreds of uses for durable, washable decal nameplates .. . 
as trademarks, instructions, charts or diagrams—in any size, colors, or 
design. Tells how Meyercord Decals can help you cut costs and speed 
production. This manual is FREE... request it on your business let- 
terhead, please. 


THE MEYERCORD CO. 


ADVERTISE, 


IDENTIFY, DECORATE ‘ “ - 
WITH Unldi Lergest Decaleomania Manufacturers 


MEYERCORD DECALS 


DEPT. A-308, 5323 WEST LAKE STREET + CHICAGO 44, ILLINOIS 


For 
Authonitatie 
\ Jaictss On 
34 INDUSTRIAL 
ano = TRADE 


MARKETS 


See The 1953 


MARKET DATA & 
DIRECTORY NUMBER 


INDUSTRIAL 
MARKETING 





A sound idea 
for better business 
in 53 


It’s described in the 
S. D. WARREN COMPANY 
turn-of-the-year message. 
Read it in 
BUSINESS WEEK for January 10, and 
THE SATURDAY EVENING POST 
for January 17 


Departments 


Advertising Volume in Business Papers, 


Canadian Advertising Volume, 
Copy Chasers, : 


Cover Story, 


Editorial Index, 


Editorially Speaking, 


Employe Communications . . Public 


tions, 


From Washington, 
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Trends, 
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101/Circle on Readers’ Service Card 
Slide-charts make sales 
.. use them as inquiry-bait 
Slide-charts can serve the sales effort 
in four general ways. They help build up 
a cream prospect list, produce inquiries at 
the buying moment, put answers at the 
salesman’s fingertips, and present the 
sales message graphically. Send for the 
interesting free booklet prepared by Perry- 
graf Corp., Maywood, IIl. 


102/Circle on Readers’ Service Card 
Sell to the $100 billion 
metalworking industry 


A description and analysis of metalwork- 
ing . . the biggest industrial market . . 
with a breakdown of the products this in- 
dustry buys, are contained in a market 
and media data booklet issued by “Amer- 
ican Machinist,” New York. The booklet 
also lists the field's major buying influ- 
ences, the principles of efficient media 
evaluation for selling to this market, sug- 
gestions for increasing effectiveness of ad- 
vertising to metal-working sub-markets. 


103/Circle on Readers’ Service Card 
Twelve ways to use 
industrial advertising 


Summaries of 12 uses of industrial ad- 
vertising are offered in a booklet showing 
the broadened scope of advertising in in- 
dustry. Each summary pinpoints from 
eight to 14 uses of one type of industrial 
advertising. Booklet is offered by Hartley 
W. Barclay, industrial advertising man- 
ager, "The New York Times.” 


104/Circle on Readers’ Service Card 
Market survey of finishes 
and finishing equipment 

Personnel in engineering, design, pro- 
duction, and metallurgical departments, as 
well as technical executives, participate in 
the selection or specification of finishes 
used in industry. A survey of the finishes 
and finishing equipment market, published 
by “Materials & Methods,” New York, tells 
which types are used, and gives a selec- 
tion of the job titles reported by 632 re- 
spondents to the survey. Available with- 
out charge. 


105/Circle on Readers’ Service Card 
Pointers on selling products 
to transportation industry 

The transportation market consists of 
highway carrier companies, privately 
owned fleets, bus systems and taxicab 
companies. Operations and maintenance 





>». 
r 


marketing ‘eeee t= 


Ps % Send for these helpful selling teels 


equipment expenses are constantly ex- 
panding. “Transportation Supply News,” 
Chicago, has published a brochure offer- 
ing suggestions on selling products and 
services to the transportation market. 


106/Circle on Readers’ Service Card 
Reach textile industry group 
doing 90% of the buying 

The textile industry spent an estimated 
$700,000,000 last year on buildings, major 
equipment and new machinery. The 2,500 
textile establishments employing over 100 
people represent close to 90% of the in- 
dustry’s purchasing power. How to reach 
this group in particular is told in a new 
media and market file based on the NIAA 
outline issued by “Textile World,” New 
York. 


107/Circle on Readers’ Service Card 
Purchasing procedures 
that save time and money 


Effective methods for processing requisi- 
tions, procuring bids, placing orders, and 


Readers’ Service Dept. 
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by 
Addresser 


the follow-up of purchase orders are out- 
lined in a booklet published by Reming- 
ton Rand, New York. Featured is a check 
list that gives the purchasing department 
a capsule survey of the important informa- 
tion needed for efficient operation. Case 
histories based on actual installation are 
reviewed, and a section is devoted to re- 
production of forms that give better pur- 
chasing records, said to cost less and take 
less time. 


108/Circle on Readers’ Service Card 


Facts of gas heating industry 

Potential sale of gas by gas utility com- 
panies is expected to rise 40% over the 
next five years. Facts about the gas heat- 
ing industry are presented in a 16-page 
folder issued by “Gas Heat,” New York. 
Included is a state-by-state breakdown of 
last year’s gas sales and gas units in op 
eration. 


109/Circle on Readers’ Service Card 


Feed industry buys equipment 


There are 6,000 feed manufacturers in 


* Please print or type information below 
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BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9 P. L. & RB. Chicago, Ill. 








' 
1 
i} 
‘ 
i 
t 
' 
1 
! 
! 
1 
‘ 
i 
i 
! 
i 
! 
i} 
‘ 
' 
' 
i 
i 
' 
I 
1 
! 
t] 
i 
i 
‘ 
i 
i 
' 
i 
' 
4 
' 
‘ 
i 
' 
! 
‘ 
' 
i 
i} 
i 
' 
! 
' 
' 
! 
' 
i 
' 
‘ 
i 
' 
! 


Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Il. 
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* Send for these helpful selling tools 


the nation, with a combined business vol- 
ume of $3.5 billion annually. These plants 
are always in the market for processing 
machinery, handling equipment and pack- 
aging equipment and materials. A new 
report on the feed industry has been 
brought out by “Feed Age,” New York. 


110/Circle on Readers’ Service Card 
Decal design and installation 


How to make efficient use of decal- 
comania in displays within stores and on 
windows and doors, with suggestions on 
design and installation is described in a 
Decal- 
Illustrations show- 


leaflet published by American 


comania Co., Chicago. 


ing decal signs as dealer identification and 


Lx 





Me 


pension plans, personal charge accounts, 
stock holdings, income and other factors. 


112/Circle on Readers’ Service Card 


Who buys what 
in materials handling field 

The man with the materials handling 
function is the key buying influence, ac 
cording to findings offered by “Modern 
Material Handling,” Boston. In addition 
to the study of materials handling buying 
practices, the survey contains a specific 
report on the building service equipment 
market. 


113/Circle on Readers’ Service Card 


point-of-sales “‘suggestors” are included. Paper, like a suit, can 
be tailor-made to fit... here’s how 
the kind you use in 


is “custom built” 


111/Circle on Readers’ Service Card 


Index to reader buying power 

A study of both the personal and the 
business buying-power of its subscribers booklet by McGraw-Hill Publishing Co., 
has been published by “The Wall Street New York, graphically pictures the entire 
J process from conversion into pulp to the 


See how paper.. 
your office every day... 
to individual specifications. A readable 


irnal,’’ New York. The booklet surveys 


buying authority, business entertaining, trimming of the finished product. 


Postage No 


Will Be Paid na Stamp 
b ecessary 
7 If Mailed in the 


Addressee United States 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9 P. L. & R. Chicago, Ill. 
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114/Circle on Readers’ Service Card 
Gigantic metalworking 
market beckons sales 

The metalworking and metal producing 
industry employs 44% of the 15,931,000 
workers employed by all manufacturing 
industries. All types of equipment and 
materials are being purchased and con- 
sumed in large quantities by all segments 
of the industry . . now going through the 
greatest expansion in its history. How in- 
dustrial marketers can evaluate this tre- 
mendous market is shown in a new market 
and media file issued by “Iron Age,” New 
York. Based on the outline recommended 
by the NIAA. 


115/Circle on Readers’ Service Card 


Forecasts increased Diesel output 

The diesel engine market for 1953 is de- 
tailed by industry in this forecast by 
"Diesel Publications,” New York. Backed 
up with industry-wide production figures 
for 1949-1952, the forecast is for increased 
diesel production during the coming year. 


116/Circle on Readers’ Service Card 


Dairy equipment sales 
potential at record high 

A record high of $218,000,000 in 1953 
marks the sales potential for new plant 
and equipment expenditures in the dairy 
industries. Add materials, parts, contain- 
ers and other supplies and the potential 
soars to $4,000,000,000, according to this 
survey commissioned by the Olsen Pub- 
lishing Co., Milwaukee. 


117/Circle on Readers’ Service Card 


Offers complete survey 
of hard-goods market 

An analysis of the welding, adhesive 
bonding and mechanical fastening meth- 
ods and equipment market offers data on 
all principal types of welding and joining 
equipment and fastening devices. The 
analysis is based on questionnaires re 
ceived from 583 industrially employed sub- 
scribers to ‘Materials & Methods,” New 
York. 


118/Circle on Readers’ Service Card 


Study gives purchasing data 
on protective coatings 

Because of corrosion, protective coating 
purchases are an important item in most 
plants in the chemical process industries. 
A report on the utilization of protective 
coatings lists the three key men who se- 
lect and procure protective coatings and 
provides other market data. The report is 
a joint study by “Chemical Week” and 
“Chemical Engineering,” New York. 





Use these return cards 


for publications 
mentioned on this page 





a MORE ADVERTISERS ARE DISCOVERING. 


eee only ONE 
* es 
epee publication 


Since we had run this campaign 





consistently in four certain pub- 


lications for a number of years, we 
were able to divide the people who 
replied into two almost equal 
groups: (1) the people who had 
been exposed to the campaign be- 


cause they read regularly one ot 

more of the publications we had ad- The MAGAZINE of COAL USES 
vertised in and (2) those who did 

not regularly read them. We then 

compared the expressed buying covers the 


preferences for rubber products of 


senegal tremendous 


The whole story of this study is a 


e 
little complex and would take many horizontal 


words to tell. We showed, however, 


that we had two matched groups, market 


both equally exposed to every sell- 

ing influence except one, that one & j sers 

being this particular B. F. Goodrich ® coa ud 

campaign. Both groups, for ex- 

ample, were equally exposed to B 

F. Goodrich salesmen and to other Over the short span from 1947 to 1951, UTiLizATION has 
made consistent progress in advertising accept ines 

1947's 31.11 pages are now 415, with more expected 

for 1952. These figures bear witness to UTILIZATION’S 
tors’ salesmen and competitors’ ad- uniqueness as the only publication in the world 


forms of B. F. Goodrich advertising, 
both equally exposed to competi- 


vertising. Both were equally ex- which concentrates upon all classifications of coal 
users. 90.7°, of UTILIZATION’S Copies are 


posed to such influences as_ reci- ; 
received by the primary buying tnfluences 


sneuiniick product availability and presidents, vice presidents, secretaries 

service. We even pointed out that treasurers, superintendents, managers, engineers 
people in both groups were equally technical personnel and purchasing agents*) in 
apt to say they preferred the brands 

e the majority of coal burning electric 


they last bought. 
utilities and municipal power stations 


In spite of all these influences the 
@ most steel and cement mills 


preference for B. F. Goodrich was some 6,000 manufacturers (automotive, 
36°; higher in the group exposed to paper, ete 
the campaign than in the other e all Great Lakes coal docks and coal 
group. Our business-research de- handling railroads 

partment studied the probability e@ 5,800 prominent retail and wholesale 


tables and pointed out that this was coal yards 


far beyond the range of pure coin- If they burn, buy, dock, export, handle, heat 
with, load, manufacture with, move, sell, ship 
While B. F. Goodrich preference or stock-pile coal... they’re part of the 
was 36° higher in the “exposed” multi-billion dollar market you can sell 
in the one publication that covers 
the coal-use market — UTILIZATION. 


cidence 


group, nearly all competitors were 
much lower. One leading competi- 
tor that had not advertised in any of 


the four publications stood 24°; 


lower in preference than it stood in : : ' 1120 MUNSEY BLDG. 

the other group not exposed to the a WASHINGTON 4, D.C. 

B. F. Goodrich campaign NEW YORK @ CHICAGO 
This study was covered in an 11- PITTSBURGH 

‘ : , , . ; SAN FRANCISCO 

page report by our business-re- 108 ANGELES 

search department and submitted to 


our management. I later suggested IN Pp 
priieannaeora : The MAGAZINE of COAL USES BI . 


a further study to evaluate the re- 
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sults in terms of dollar sales. Bas- 
total on census figures and 


ing a sus 
end figures from the Rubber Manufac- 


turer’s Association, we worked out 
uss NATURAL < | a set of figures covering rubber 
belting and hose only. If sales were 
in direct proportion to preference, 
each dollar of advertising spent on 
this campaign was, in a typical nor- 
mal year, bringing $11.52 in sales of 
belting and hose, plus an undeter- 
mined amount of sales of other 
products. 

So far as we know, this method 
had never been used before to 
measure the effectiveness of indus- 
trial advertising. Our managers and 
salesmen all seemed much im- 
pressed, and the campaign is being 


continued. 








Expenditures on new plant and equipment 
by U. S. Business’, first quarter, 1953° 





Manufacturing 


Whatever you choose you'll find it in Paseo. sponte itastion 


COLUMBIAN' CLASP ENVELOPES 
ao A 


ing surface and sturdy construction for which 
Columbian Clasp Enve lope s have been nation 
ally rec ovnize d tor over 50 years plus anew 

colorful covered box with a label you can 


j 


“spot a mile.” 
Nondurable goods industries 


F 1 and kindred ¢f 


Users Everywhere can get quick sery 


ice from their enve lope suppliers & od 
| ae, 


14 Divisions from Coast to Coast 


(A UNITED STATES ENVELOPE COMPANY 
q 
4» SPRINGFIELD 2, MASSACHUSETTS 


Mining 


FOR DETAILED | Industrial Marke | Railroad 


ling Transportation, other than rail 


INFORMATION ON 4: |) Public utilities 


G53 : 
8¢ INDUSTRIAL “Meare ry rwagate | — other 


— 


| June 25, 1952 
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advertising | volume genie 14%: auinigenconee 2008 


® ADVERTISING volume for 269 busi- 


in business papers ness papers reporting to INDUSTRIAL 
MARKETING gained 10°) in 1952 
37,639 pages more than 1951 fora 
1952 total of 412,549 pages Fo. 
December only, the entire group 
gained 7.5‘ 
The industrial group, 164 publica- 





tions, gained 12.4¢% for the year, 

8.8°, in December. Within this 

December / volume 7.5) (in pages) over 1951 group, 145 papers increased theit 
1952 page change °c change yearly volume, 18 papers lost vol- 





ume and one had no change 

All eight of the product news 

publications gained in 1952 ove 

1951 . . 12.39% for 1952, 9% in De- 
cembe1 

1,08: 1,0. The 55 trade publications gained 

31,924 9 3.8¢% in 1952, with 39 papers in- 

creasing total volume, 15 decreas- 

ing and one showing no change. In 

Year-to-date/ volume 10°; (in pages) over 1951 December, the group gained 2.8°; 
1952 1951 pagechange % change in pages 

The 25 class publications gained 

5‘; for 1952 (15 publications up, 10 





down.) December gain was 4.3°; 
All but one of the 17 export papers 
increased volume in 1952, for an 


123 t t over-all gain of 6.16 December: 


t 


412,549 374,910 + 37,639 + 10.0 up 5.8° 


See page 128 for analysis and ranking of business papers with most volume. 
December pages Pages to date 
1952 1951 1952 1951 


December pages Pages to date 
Industrial group 1952 1951 1952 1951 Industrial group 
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1952 1951 


December pages 
1952 1951 
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Pages to date 
1952 1951 





1952 195] Trade group 1952 1951 


December pages 
95; 


Pages to date 





group 19$2 1951 


December pages 
Export group 1952 1951 


1952 195] 


Pages to date 
1952 1951 





Pages to date 
1952-1951 
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grou; 


December pages 
1952 1951 


Pages to date 
1952 1951 











Architectural Forum and House & Home 


Chemical Engineering 


Machine & Tooi Blue Book 


National Provisioner. . 
Oil & Gas Journal. . 


Product Engineering.. 


‘Railway Locomotive & Cars 
Railway Track & Structures 


American Druggist.. 


Liquor Stores & Dispenser. . 
Hatchery & Feed .. ! 


Hosiery Merchandising 
Poultry Supply World 


Super Market Merchandising 


Industrial Marketing .. 





=~ AMERICAN METAL MARKET = 


SMe, terre 
eet: Fw \ertimmamy 
(78S wens stort Aitetameets 


eepart Sabre \teore Unaemeeti Fiver 





re idership to oover 


MARKET COVERAGE — \\i\) 
urel ; 


VASIN iid ope ' t mnel who directly 


;0.000 management control or tothe 


ence the purchases of ferrot ‘ mre metals throughout industry, ieludin 


form, fabricate or otherwise work steel 


nsumers ft 


ind other meta nsur r rie Ince uch as t roads and other transportation 


public tilities Wwineering Cor rm in I nh producers of non-metal 


tribuitors, a ; Dber I ters, and rorter who handle teel and/or 


ervices, 
products dis 


iron, steel 


other metal hardware 


and alloys non-berrous melter 
refineries; ete 


DISTRIBUTION 


Consumers of metals for manufacturing and maintenance 
Distributors, dealers, exporters, etc 

Producers of steel and other metals 11.15% 
Government Departments, trade organizations, banks, etc 4.05% 
Unclassified 72% 
READERS 

Purchasing Agents 6,462 
Chairmen, Presidents and/or Proprietors 6,216 
General Managers 3,411 
Vice-Presidents 2,860 
Secretaries 2,270 
Treasurers 2,042 
ADVERTISERS — ()\. 
ferro-allovs, and machinery and equipment used in the metal 
tdvertisers in AMERICAN METAL MARKET Many of these 
wing AMM continuously for TO. 15 and >» Vea ye even lon Thi trong trade 
recognition ai clearly that AMM offe: fastest and most direct contact) between 


50.56% 
33.52% 


Sales Managers 3,077 
Works Managers and/or Supts. 2,510 
Metallurgists 803 
Others (largely purchasing, management, 
engineering and sales personnel) 3,067 
0) leadin sellers of steel products non-ferrous metal ore 
working industries are regular 
idvyvert ers have been 


sellers and buvers in the metal h industri 


VoOrnin 
REASONS WHY AVERICAN METAL MARKET vives 
FASTEST SERVICE of ali metal-trades media—first with the latest news of the industry 
MORE IMPACTS per 5-day week than any other metal-trades paper 
LOWER COSTS for space than any other metal-trades paper 
GREATER VISIBILITY than any other metal-trades paper. 
MOST STEEL AND METALS ADVERTISERS of all metal-trade papers 
MOST WANTED cf cll metal-trade papers Subscribers pay $20 a year to read AMM. 
If vou sell to the metal working industri strengthen your advertising program by in 


AMERICAN METAL MARKET 


~ AMERICAN METAL MARKET 


Since 1899 The Daily Newspaper of : 
the Steel and Metal Industries 


18 Cliff Street Ka) New York 38, N.Y 


idvertisers these advantages 


cluding 





BACON’S ; Lists 2,272 busi- 
fae ness papers, farm 
PUBLICITY papers aod con- 
sumer magazines 

CHECKER that u,re publicity 


lists chem alpha 

betically and in 99 

market groups — compiled from thou 

sands of publicity release lists record 

system included that eliminates card 

files — shows how to prepare publicity 

and how to place it — reduces clerical 

time, eliminates deadwood and 
improves results 


Price $10.00. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn S$t., Chicago 4 


you wish to reach the 


coal trade use 


“NLACS DIAMOND 


CHICAGO 
Manhattan Bldg. 


NEW YORK 
Whitehall Bidg 


Sent on approval. 
For over 67 years the leading 


journal of the coal industry 
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Canadian 
advertising 
volume 


More and more Advertisers 


are using the 
IRON and STEEL ENGINEER 





Linage of 54 publications . 


omy EL Sain 


® ADVERTISING volume of 54 Cana- 





Yes, more and more advertisers are : r. dian business papers in 1952 gained 
recognizing the power of the Iron , Y \ 4.1°. over the entire year 1951, with 
and Steel Engineer in selling the giant ° 


26 d aI0E rear . are 
steel industry ... and keeping it sold! 36,841 pages last year compared to 


Ganitwbntincresce-ia coil adress: 35,393 for 1951. Publications gained 
ing pages is a good sign that this Bs as follows: 17 industrial papers, up 
publication is your best choice to sell ~~ 1,514 pages or 10.207; 24 trade pa- 
your products, supplies or services to 


this lucrative market pers, down 18’,, or 213 pages, and 


13 class publications, up 147 pages 
Wade loday or 1.7% 


for N.1.A.A. Sales Presentation! 


IRON and STEEL encineer 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 





Complete year/1952 








36,841 





Page Change 


Total + 4.1 


Industrial group 





pages 
1952 1951 


Total 16,304 14.790 


ges 
1951 





pa 
Trade qroup 1952 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 50,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 
plant in America’s top-rated companies! 

If you're not covering this multi-million market with your 1953 budget, investigate 
INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Pa 
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Trade group 





. . « Recognized and unchallenged voice 
of TECHNOLOGY in the paper and 
pulp manufacturing industry! 





If industry know-how is the yardstick of a_ business 
\OniS)  (bi-w 134 ng paper's worth, The PAPER INDUSTRY must take first place — 
Total “71.712~ 11.925 because for 33 years it has been the medium through which 
eminent men of our field have authoritatively spoken the 
Scientist, Engineer, Production Man, the Technologist and Top 
Management. 


But The PAPER INDUSTRY ranks first in other meas- 


ures of true worth, too: 


pages 
Class group 1951 





e nearly TWICE the Paid Circulation of any other paper serving 
paper and pulp manufacturing; 


85°¢ of total circulation goes to top management and operating 
levels; 

70° of these subscribers READ The PAPER INDUSTRY AT 
HOME! 


8,825 8,678 


Buy the Unit! Cover the Market! 


= Schedule your pages to point-up your product features in 


The PAPER INDUSTRY monthly magazine .. . 
Place your catalogue pages in the PAPER and PULP MILL 
NIAA announces 1953 plan 2- CATALOGUE (Yearbook) . . . More than 3000 copies 


for topper awards mailed to executives in EVERY 
PULP and PAPER MILL in. the 
® NEW yorK . . Reorganization of 


he Ni a er gr United States and Canada. See 
the National industrial Advertising | SRDS for Combination Rates. pe 
Association’s annual “topper 0 per ~ 





awards will result in seven classifi- 





cations this year, according to J. 
Whitford Dolson, advertising man- 
ager, Hercules Powder Co., Wil- 
mington, Del., chairman of NIAA’s The Paper Industry and Paper and Pulp min | 
sihiataduieibies awards committee, | Catalogue are published by 
and Harris D. McKinney, Philadel- 
phia, chairman of the special “top- | 
per” awards committee. 431 S. Dearborn St., Chicago 5, Ill. 


FRITZ PUBLICATIONS, INC., 


Fourteen “topper” certificates will 








be awarded this year for outstand- 
ing industrial advertising . . two in 
each of the seven classifications. 
This year’s classifications are (1) | COVERS THE 
introducing a new product, (2) de- | INSTALLATI 
veloping new markets, (3) creating GAS HEATING EQ wpe 
brand preferences, (4) improving a CN 
acceptance for a company’s name, 
products, or services, (5) presenting 
product superiority, (6) institution- 
al promotion and (7) special or 
short term objectives. 
Winners will be announced at the 
NIAA 31st annual conference in 
Pittsburgh, June 22-25. Details may hike Sea ” 
be obtained from NIAA headquar- HEATING PUBLISHERS, Inc. 2 W.45thSt. NEW YORK 36 (MU 2-4786) 
ters, 1776 Broadway, New York 19. ss 
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January 1953 
12-16.. 


13-15...A 
19-22. 


19-23.. 


greater impact 


— more 


show coverage 


with budget-saving 


CMs a Sali pee | February 


from colored sketch request 
to delivery —within 4 weeks 


— 


615 South Boulevard 
Evanston, Illinois 
1775 Broadway, New York City 
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top management 


forum 





P. A. Sprague, Jr. 


® 1 FIND it difficult to support or 
refute a claim made by some mar- 
keting men about “too many pro- 
duction minded top executives.” 

The broadest statement I would 
risk is that one characteristic which 
the handful of outstanding execu- 
tives I have known seem to have in 
common is what Peter Druker has 
called “the managerial attitude” 
the ability to view the enterprise as 
a whole regardless of the area with 
which one might be temporarily 
concerned. In my estimation, per- 
haps the greatest problem of man- 
agement today is to find the means 
to foster such an attitude through- 
out an organization. 

Since engineering, production, 
sales, and finance are all important 
aspects of oul business, the ideal 
background for a top executive in 
our company would include experi 
With this 


ideal in mind we are instituting a 


ence in all of these areas 


cadet training program for young 
men entering our business wherein 
they will get training and experi- 
ence in all departments. However, 
human nature being what it is, one 
cannot predict where “the man- 
agerial attitude” will pop up or what 
background is most conducive to its 
growth. Administration and social 
relations will shed more light) on 


this problem in the coming decade 


H. L. Donahower 


® I WOULD say that top manage- 


ment which is production minded to 


with THE NEW 


36.16% LIGHTER 
12.3% STRONGER * 
33 1/3% THINNER 


*U. S. Testing Co. Report, October 30, 1952 


Exhibits are cheaper to build with IVELITE panels 
IVELITE panels save one third in storage and shipping space 


IVEL CORP 18 43rd Ave Corona 68, N. Y. € 
Leon Gordon M 8 Prospect Ave., Cleveland, 0 
: Representa 


Ralph L. Wintersteen, 201 Buffington Rd., Syracuse, N. Y 


For full information on this new construction technique 


MAIL COUPON TODAY 


(or phone ILlinois 7-2002 in New York) 


‘Seeeeeee ISSSSSSHSSSSKRSKTRSSSSSSSSSSSSSSSEESESSEEEEEHEER EERE SEEEEEEEe 
Sesgners and Butlders 
of Displays and Exhibits 


96-18 43rd Ave., Corona 68, N. Y. C 


] Please rush complete information on the new IVELITE construction technique 
(] Kindly have an Ivel representative call regarding an estimate 


IM-1-53 
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7 ACB spots “one-word”’ 
ZAq Mentions as easily 
aS a double truck in color 


Do fabric itor 
retail stores yy 
duct as a‘ 


>» Convertors and 
ention your pro- 
reason why to buy” 
in their newspape . 
ments? ACB will Stele oman 
tions of your brand. 
competitor's brand whenever 
they appear and furnish a tear- 
sheet, or typed detailed reports 

Get in touch with the 
ACB office for rates and service 
Or if you prefer, ask for ACB’s 
hig new 1952 catalog of servic te 
now available. 


“men- 
or your 


nearest 


The Idvertising 
Checking Bureau, Inc. 
New York «79 Madison Avenue 
Chicago e185 Michigan Avenue 
Columbus « 20 S Third Street ‘ 
Memphis «161 Jefferson Avenue 
San Franciseo © 51 First Street 


RANA AAs: K 


When you wish to present 
your sales message on your 
products to the executives and 
key operating men in the steel 
making industry — use 


BLAST FURNACE AND 
STEEL PLANT 


The only A.B.C. — A.B.P. paper whose 
editorial is devoted exclusively to the mak- 
ing and rolling of steel. 

BLAST FURNACE AND STEEL PLANT is 
subscribed for and read by those who pur- 
chase or recommend the equipment and 
supplies to be purchased in the steel plants 
throughout the world. 

BLAST FURNACE AND STEEL PLANT is 
edited and published by men who have a 
practical knowledge of the operating prob 
lems and requirements of those engaged 
in the steel industry. 

All departments are covered such as: 
Blast Furnaces and Coke Ovens, Open 
Hearth, Bessemer Converters, Electric Melt- 
ing Furnaces, Rolling Mills, and miscel- 
laneous shops, Mechanical, Electrical, Roll 
Shops, Structural Shops, Power Plants, Boiler 
Houses etc. Advertising rates on request. 


Published by 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street, Pittsburgh 30, Pa. 
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the neglect of marketing problems 
is not doing more than 60° of its 
job 

Production means not only the 
manufacture of the product, but also 
covers the 
ol productive and non-productive 


Production of this type is of 


very important feature 
costs. 
distinct help to the advertising, mar- 
keting and selling problems, but top 
management should not neglect the 
marketing problem. 

It is possible, I presume, that top 
management that has had its train- 
ing in production problems might 
slight to some extent the marketing 
problems, and vice versa 

My experience has been limited to 
a medium size business, and | con- 


sider it is not expecting too much 


for top management in a medium 
size business that all of these prob- 
lems should be given their proper 
attention and none neglected. 

If I were to choose between two 
with a predominantly 
productive background, the 
other having a predominantly sell- 
ing background, I would be inclined 
to choose the man with the produc- 
tive belief that 
such a man could more easily ac- 
quire the marketing background. 
Perhaps the ideal situation would 


men, one 


and 


experience, in the 


be top management that had train- 
ing in both of these departments of 
This is to extent 

Plenty of capable men 


back- 


business. some 


theoretical. 
with either 


will succeed 


ground. 





Letters to the editor 


1 f 


Almost immediately our client got 
ACTION. Orders came pouring in 
by wire and mail. They sold more 
BEANS than they had 


before and the entire stock was dis- 


ever sold 
posed of before the next harvest 
That taught me a lesson. 
Does it 
Mr. Ormsby” 
She got in. She 
She was believed 
Is that 


mean anything to you, 


told her story 


asked 


CULPEPPER, 


what you for? 
Cc. W 
Library of Business Research, 


North Hollywood, Cal 


Cheesecake may help if product 
needs “take it off’ aid, but. . 

@ TO THE EpITOR . . To Cheesecake 
to Cheesecake. That 


(Aitchison-Ormsby, re 
There should 


or not is the 


question! 
trade show decorum) 
be no question 

unquestionably man’s 
Without it, we'd 


wouldn't 


Sex is 
greatest incentive. 
be motiveless. Indeed, we 
be! 

Recall 
Court Justice Holmes? On his 90th 
birthday he espied a gorgeous mor- 
Hungry 


the story about Supreme 


femininity eyes 


quivering 


sel of 
twinkled 
Justice Hughes 
lament from the great Oliver, “Oh, 
to be 80 again!” 


‘neath brows 


heard a_ plaintive 


advertising mentors teach 
Attention (2) Create 
Stimulate to Action. 
should be added to 
each of Profit is 
the raison d’etre of business. Profit 
should accrue to the advertisee as 
well as the advertiser spending his 
“Desirable and Profit- 


Our 
(1) Attract 
Desire (3) 
“Profitable” 


these functions 


5le dollars 
able” better yet. 

If your product or service has so 
little merit “take it off” 
sales presentation, you should seri- 
taking it off the 


it needs a 
ously consider 
market 

Women are attending trade shows 
Often wives 
attend. 


in increasing numbers. 
of exhibitors and invitees 
Some including their husbands 
will resent distracting feminine 
pulchritude. Granted that the male’s 
resentment is just a front to pre- 
serve the domestic tranquility 
your girlie show may keep a frau- 
prospect away from 
Mamma may steer him 


accompanied 
your pitch. 
away if Papa checks his toupee, ad- 
justs tie and fly and unconsciously 
permits his nostrils to flare with 
only spouse-discernable flutter, as 
your cheesecake looms 

For the sake of your sales curves, 
alienate your business sales efforts 
femme curves visible or 
Many men are blessed 
Yes, 


and 


from 
sweatered. 
with X-ray eyes. Exceptions? 


to vendors of bosom buckets 





fanny flatteners. Their problems are 
alien to the average reader of 
INDUSTRIAL MARKETING! 
ERIC HOWLETT, 
Advertising Specialities Co., 
Huntington, N. Y. 


P. S. I don’t like to “me and I” in 
this letter, so here’s a case history. 

Several years ago I had a trade 
exhibit at the Palmer House, Chi- 
cago. Occasion annual Fair of 
the Advertising Specialty National 
Association 

Before leaving home, I made ar- 
rangements with a Chicago model 
agency to get me “the most beauti- 
ful luscious redhead in Chicago to 
help ‘man’ my exhibit.” (If they 
failed, I want to revisit Chicago 
soon.) 

My exhibit room was. well- 
crowded all week long. This, de- 
spite the fact that many men were 
dragged away at threshold by nos- 
tril-dilated eyebrow-arched spouses. 

Years following, had another ex- 
hibit. No come-hither gal. Result? 
Several times as many orders, in- 
teresting interviews with jobbers 
accompanied by business-conscious 
wives. One was good enough to tell 
me she disliked the “bait” of the 
year before. 

I have learned my lesson . . the 
hard way. 

A trade show is not the place to 
titillate sensuousness neither is 
a magazine page, a calendar nor a 


TV show .. E. H. 


‘Best issue’ in two years 

® TO THE EDITOR . . May I take this 
opportunity to compliment you on 
the November issue of INDUSTRIAL 
MARKETING. I have recently read it 
cover to cover, and believe it is the 
best issue I have received since sub- 
scribing to your magazine two years 
ago. 

Practically every article had some 
basic facts of interest to me, and I 
have obtained a number of per- 
tinent ideas for systems and meth- 
ods which I intend to put into op- 
eration in the near future. 

Again, congratulations on an ex- 
cellent issue. 

R. B. HENKLE, 

Assistant Advertising Man- 

ager, Mercury Mfg. Co., Chi- 


cago 





I HE Marine Corps conducts one of the foremost testing centers for new 
equipment of all kinds. It is specifically charged by Congress under the 


National Security Act to develop . those phases of amphibious operations 


which pertain to tactics, technique and equipment employed by landing forces.” 
This vital defense function is carried out by the Marine Corps through the Marine 
Corps Development Center, the Marine Corps Equipment Board, and the Joint 
Landing Force Board in coordination with the Army, Navy and Air Force. 


In a very real sense Marines have drawn the bliue- 
prints for action and equipment in every war in 
which our country has been engaged .. . on land, 


in the air, at sea. 


If you have machinery or materiel, a product or a service that may be utilized 


for the defense of your country... TELL IT TO THE MARINES! 


The best way fo do that is through the pages of The 
Marine Corps Gazette largest circulation pro- 
fessional military magazine in America. For rates 
and data address Promotion Manager, Box 106, 
Quanico, Va., or Capt. Murray Martin, 2 West 46 
St., New York 36, N. Y. LU 2-1540, 


| Marine Corps 


Gazette 


THE SERVICES ?... 
TELL /T TO THE MARINES 


TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 
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Newest, oldest stand out among 1953 calenders 


® Several innovations have cropped out tacks or nail Fred C. See ly, sales vice-presl- 
up in industrial advertising calen MacLean Trucking Ci ‘inston dent, Osborne Co., Clifton, N. J., 
dars Salem, N : i muicage calendar maker, said 

Some industrial and commercial! finder n | 33x16" wall calendai “The vast strides that have been 
advertisers have included samples It's a seven-inch piece of meast made in color photography in recent 
of their products in the calendars ing tape calibrated to show dis- vears have exercised an important 
fanbro Fabrics Corp, New York, tances between points on a map of influence in the calendar field and 
used a cheesecake illustration in its the Atlantic Coast region served by are largely responsible for the in- 
1953 calendar with the girl's skirt the trucking company The map creasing popularity of multiple- 


die-cut and replaced with an actual shows routes between 34 terminal sheet calendars.” 


piece of the company’s fabric pasted of the company Terminals and Another trend, considered the 


on the back and showing through phone numbers are listed on eithe: most important by the Thomas D 
Its an unusual attention-gette! ide of the large map \ i Murphy Co., Red Oak, Ia., calendan 
to the product, not just the calendai topped by an equally large maker, is toward “special” calendars 
Coating Products, New York color illustration of a fle tailored specifically for the adver- 
manufacturer of metallic acetate Lean trucks The mileage fit tiser’s market 
coatings for various products, has was devised as a convenience Vice-President R. J. Henderson of 
designed a calendar coated with the shippers in planning operation Brown & Bigelow, St. Paul. largest 
company’s Mirro-Brite acetate fin The 1953 crop of calendars in of the calendar makers, observed 
ish. The one-sheet calendar is 12 dicates that calendar advertising. that where the quantity is sufficient 
inches wide and five inches deep, like industrial advertising generally to absorb the cost of special art and 
carries an illustration of two scan getting better as grows olde plates and still keep the unit cost 
tily clad girls and has a_ pressur: and more matur within reason, the industrial adver- 
sensitive back that can be applied One of several ‘nds _ is | tiser goes for the special subject that 


to wall, desk or filing cabinet with- more full-color illustratio ties in with his business 
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Sirens and Service .. 


ae r 7 


One of the most dramatic of that 
type of calendars this year is that 
of Continental Copper & Steel In- 
dustries, Inc., New York, which fea- 
tures 12 full-color lithographic off- 
sets on shiny stock. Each of the 
12 pages features a painting by ar- 
Rehberger, 


dramatically an end use or bene- 


tist Gustave showing 
fit of a product of one of the com- 
pany’s seven divisions 

A picture and a one-line caption 
tells the story. For example, a 
painting of a man in a small boat 
loaded with bottles in a rain-swept 
flood towr carries a caption: “The 
day the milkman delivered water . 
a measure to prevent epidemic sug- 
gested by the Walsh Holyoke Boiler 
Works Division of CCS until they 
rebuilt the water mains.” A picture 
of a vapor-trailing jet is headed: 
“It's mighty hot in there but be- 
cause of heat-resisting alloys from 


the Niagara Falls Smelting & Re- 


fining Division of CCS, the metal in 
this jet engine remains unharmed. 
The 18x14” calendar is for two 
years two months on a page. On 
the back of every page is a blurb 
200 or 300 words telling the 
details of the story behind picture 
and caption and telling more about 
the company product involved 
Other industrial advertisers with 
special calendars tailored to mar- 
kets include the Budd Co., Phila 
delphia manufacturer of steel rail 


M hich 


has issued a 9x14”, 12-page calen 


way cars, trucks and autos 


dar with four-color illustrations fea 
turing railroad streamliners in pic 
turesque settings; and the Standard 
Oil Co. (Indiana), which is 


12 four-color illustrations of | it 


using 


customers’ operations (for exam 


sparks ot modern 


ple “Fiving 


welding” color photo courtesy yf 


Studebaker Corp.) 


Mixing a little industrial flavor 


with strong humor, Minneapolis- 
Honeywell Regulator Co., Industrial 
Division, Philadelphia, has put out 
a 12 page calendar with 12 four- 
color cartoons that has built large 
readership through the yea! The 
cartoons poke fun at engineers 
technicians and technical situation 
Highlight of this year’ 


showing an industrial ex 


calendar i 
a cartoon 
hibit: mammoth machine inscribed 
“750,000 tons and a salesman 
explaining to a buyer, “If I sell eight 
of ’em I win a Shetland pony 
The artist is Commander William 
Crawford Eddy, USN (retired), who 
in addition to being an enginee: 
inventor (he owns 50 patents), fo 
mer television station owner and 
writer, does the cartoons each year 
The calendar is going to 65,000 per- 
on a mailing list made up large 
personal request, the com 
Honeywell says that a 


! howed that 
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THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 
THE CHICAGO METALWORKER 


The publication reaching over 10,000 


production-level executives in the 


Chicago trading areal A powerful 


sales booster! 
co 


for sample copies and rates, write: 


THE CHICAGO METALWORKER 
4647 West Lake Street 
Chicago 44, Illinois 
EStebrook 9-2160 


9ts Easy to Soll 


THE MARKET 
Covered by BEDDING! 


Easy 





because this is a one book 
field! 


Easy because BEDDING reaches 
the sleeping equipment 
manufacturers who pro 
duce 906 of the industry's 
volume. (Only 800 manu- 
facturers represenung 
only 10° of the volume 
don't: subscribe.) 


Pretty Soft BEDDING spreads 


over a $441,000,000 market. 
Pretty Soft 
34 ic per 
time rate). 
For Detailed Data See fu ad 


Industrial Marketing's 


Annual Market Data em 
& Directory Number 


Page ads cost only 
subscriber (12 


Merchandise Mart, Chicago 54 








188 /'Iin justrial Marketing 


877 selected the calendar as their 
favorite among industrial calendars. 
Nearly 60% 


men have reported that the calendar 


of the division’s sales- 


has been helpful in getting an order 
With each 


calendar is included a return post 


at one time or another. 


card for ordering another calendar 
next year, discontinuing or showing 


change of address 





Master Chrome’s ad chart 


tempt was made to sell at the time 
of delivery. 

But the delivery of the charts by 
the salesmen did the trick . . this 
was the “in” that had been needed 
and on succeeding calls the sales 
started rolling in 

Sales 
tinued to climb month after month, 
the end of 1951 
volume was 50.9°7 over the previous 
yea) $382,000 for 1951 
$253,000 for 1950 


A further indication of the success 


began to climb and con- 


until by the sales 


against 


of the Master Chrome plan is seen 
by a comparison of its dollar index 
with the Business Week national in- 
dex for 1950 and 1951. 

In 1950, Master Chrome sales par- 
alleled the 
closely. The parallel continued un- 
til July, 1951, when effects of the 


chart campaign shot sales up 46.9%, 


national index rather 


while the national rise for the period 
was only 6.4’ 

Net result of 
planning was a 
50.9°%, 
its territory and 27 old customers 
returned to the fold 
of this 
over 1951 

Cost to Master Chrome? 


charts and 


Chrome’s 


Master 
sales increase of 


54 new customers gained in 


1952 sales, as 


late, are running 107 plus 


Adver- 


tising, reprints, direct 
mail were the only costs involved . . 


total $983 


Cost of campaign 


Total $983 


That's licking a problem the eco- 


nomical way 


ifi 
shi vet 


... Yead the | 
DALY ‘—— 
COMMERCE 
Published at 
Portiond 


leg: 
P this mind: °’ 
fora dime % 
Vte for sample copy and rate card 


nd! 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 


Mark your product 


METAL NAME PLATE 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product's quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 272, Ill., Dept. G 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, indiana 
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Don Gussow Publications, [ne. 
Information Headquarters of the Billion Dollar industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
THE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St, N-Y.C. * MUrray Hill 7-877) 


CHICAGO 30 North LaSalle Street (PRankiie 2 9057 
SAN FRANCISCO Simpson Revity Lt¢ 103 Market Street (OOugias 2 4994 
LOS ANGELES Simpson Rely (1d Halliburton Building (OUonws 61179 





ew Markets !! 


lf you want to sell in the 
14 Southern states, investigate 


these official publications of 
the Southern Assn. of Science 
and Industry: 


SOUTHERN INDUSTRIAL DIRECTORY 


Lists more than 3,000 multi-million 
dollar Abundant 
market data. Used by purchasing 


manufacturers. 
locate industrial equip 
New edi 
Annual, $5 per 


agents to 
ment, supplies, services. 
tion in preparation. 


copy. 
SOUTHERN CHEMICAL INDUSTRY 


Guaranteed circulation of more than 
5,000 


process engineers, technical execu 


chemists, research directors, 


tives. Ideal medium for chemicals 


and apparatus. Issued bi-monthly 


with Journal of Southern Research. 


$5 per year. 


Write today to: 


5009 Peachtree Rd., Atlanta, Georgia 
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Brewing Industry 


nearly 


Everybody Reads 


The Clas 


The fastest growing 
pu ublication with the 


largest ABC circulation 


4049 Peterson Ave., Chicago 30, Ill. 


ALPHABET 
TRACING CARDS 


Successors to type books 


More Accurate - Less Costly! 


Newest, most helpful thing on drawing 
boards and specifiers’ desks! Amazingly 
convenient, practical, Say enthustastic 
users. Complete cap and L.c. alphabets, 
12 to 72-pt., of 47 most popular ATF 
faces on 86 round-cornered durable 
bristol cards 10'2 x 7'2". New cards sent 
as made. Show amount of shoulder; 
alphabet lengths, character counts to 
36-pt. Lay cards side by side to compare, 
decide which face best suited to job; 
then accurately compute space, trace 
easily, avoid costly alterations. Enclosed 
in walnut-finish box. Sold in complete 
sets only; postpaid for $5 cash with 
order. Big help, big value! Order today! 
AMERICAN TYPE FOUNDERS 
Type Merchandising Department 
202 Elmora Ave., Elizabeth B, New Jersey 
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PRESS 


CLIPPINGS 


j 
j 
} 
d 
j 
} from all Newspapers 
j 
j 
} 
d 
+ 
} 





and Magazines 


7 BURRELLE’S PRESS CLIPPING BUREAU 
4 165 Church St., New York 7, N. Y. 


bIf it’s printed, 








} Burrelle’s will clip itd! 








POSITION OPEN 
ASSISTANT IN ADVERTISING AND 
SALES 
PROMOTION DEPARTMENT of progres- 
sive manufacturer of electric power 
apparatus. Graduate electrical engi- 
neer with some industrial advertising 
experience wanted. Job involves plan- 
ning and production of technical and 
promotional publications on application 
of large motors, generators and con- 
trol. Salary commensurate with ability 
and experience. Location — Minne- 
apolis, Minnesota. Write Box 473, 
INDUSTRIAL MARKETING, 200 E. Illinois 

St., Chicago 11, Hl. 








TECHNICAL WRITER 


Leading industrial equipment manufac- 
turer wants young man with 2 to 4 
years technical training and/or ex- 
perience plus demonstrable ability to 
write. 

Diversified duties will include writing, 
production, trade shows, etc. Good 
salary and opportunities; permanent 
position. Tell us your qualifications, 
ambitions and salary requirements. 


Write Box 474, INDUSTRIAL MARKET- 
ING, 200 E. Illinois St., Chicago 11, Ill. 











the Real Push 
<b \ Behind Sales! 


You ll = find Snips a powerful 
medium to reach over 13,000 sheet 
metal. ventilation and warm = air 
heating contracters See Indus 
trial Marketing Data Book 


Snips Magazine 


WEST LAKE STREET 44, ILLINOIS 


ae wee 

12 of surveying competitive advertising 
years 

leading advertisers enable u 

low cost. See 

urther information. 


s to provide 


for Market Data 
monthly data at 


Page 17 for F 





PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable Photo-Re 
porters provid effective way to obtain on-location 
photos, case histories, stories and releases 

For more information write or phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 














Yes, when you’re in PB you're in! 
“Buiter 


Practica Meld ce 
lec You’re “in solid” with the builder-contractors 
who count. Take, for instance, this recent 
comment from Albert Balch of Seattle — 
one of America’s outstanding home builders 
and community developers: “We want to 
express our thanks for the fine things 
you have done in your magazine the past 
year. Truly an outstanding job! 

And I like to read the advertisements 


almost as much as the news.” 





The success of practical builder js a sermon in simplicity 


and sincerity. Here is a book that does not attempt to fool or hypnotize its readers. 


Or its a Here you find no phony stage setting; 
no clap-trap or artifice; no extraneous features; no pictures and words 
that may be sensational but lack, meat and meaning. Here is a practical publication 
serving a practical industry. Here are readers who believe what they read. 


Here are advertisers who turn that belief into sales 


for their product. Small wonder PB is... 


... Of the light 
construction industry 
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